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M. C. POSTSCRIPTS 


* Inasmuch as the N. C. A. con- 
ventiou program does not mention 
that the higniights ot the program 
wilt be reviewed by some well 
qualihed member during the cios- 
ing session, we are wondering if 
this vaiuable teature is to be omit- 
ted this year. Une of the most 
valuable taiks of last years con- 
vention was the summarization of 
the entire program, delivered by 
George H. Wuhamson. A review 
of the outstanding points ot a num- 
ber of the addresses crystallizes the 
talks in the minds of the conven- 
tionites and greatly assists them 
in carrying away the meat of the 
convention. 


* The series on Sanitation ap- 
pearing in the current issues ol 
tHE MANUFACTURING CONFEC- 
TIONER merit the attention of every 
manufacturer. They are prepared 
by a national authority on indus- 
trial sanitation who was assigned 
by this publication at a consider- 
able cost, to make a thorough study 
of, and recommendations upon 
sanitation in the contectionery in- 
dustry. As we go to press we have 
just received a letter trom a promi 
nent product on manager indicat- 
ing deep interest in the sanitation 
program of this publication. 


* Another letter of unusual inter- 
est received during the past few 
weeks, in addition to the one from 
the President of the N. C. A., was 
a letter from Alvin E. Dodd, 
President of the American Man- 
agement Association, sponsors of 
the Annual Packaging Show of 
all industries, in which Dr. Dodd 
commended THe MANUFACTURING 
CoNFECTIONER for its outstanding 
educational program for the con- 
fectionery industry. In _ referring 
especially to our Packaging Clinic, 
he said, “It seems to me this is a 
splendid piece of work. The only 
thing of its kind that has come to 
my attention is the Packaging 
Clinic conducted by a magazine in 
England known as ‘Shelf Appeal’.” 

The M. C. Packaging Clinic is 
the only clinic in the United States 
conducted by and for one industry 
exclusively. This service is avail- 
able without cost or obligation to 
candy manufacturers, who desire 
to submit their packages for con- 
structive cr'ticism and suggestions 


F ‘age 3 








INDEX TO ADVERTISING OF 





MA CERUIN ER MATERIALS 
SUPPLIES AND SERVICES 


APPEARING IN THIS ISSUE 


MACHINERY AND EQUIPMENT 
Baker Perkins Automatic Batch Feeder and Seam- 


less Drop Forming Machine.................. 10 
ee oe eb dec dass enncavcads 65 
EEE TE 34 
Cocoa and Chocolate Machinery.............. 64 
Greer Cooling Candy Slabs................... 53 
is ties nc as 6's vines v 00'su ea 67 
Ideal Wrapping Machines.................... 96 
The Lehmann Cracker and Fanner............. 72 
ee ie a es ea eine 74 
“Lustr-Koold” Chocolate Cooling Conveyor...... 75 
IRS A al Se a 76 
Package Wrapping Machines................. 78 
Rebuilt Machinery—Union Standard Equipment. 

[a ee ea Leia ae S60 59-6 19, 20, 21 and 22 
eee cc eaboeeeseun 81 
Ross Air Conditioning Equipment.............. 53 
Savage Portable Fire Mixers................... 15 
Sealtight Bag Sealing Machines............... 97 
a als, nc cee cases cece 75 
Sturtevant Air Conditioning Equipment......... 76 
The “Simplex” Vacuum Cream Fondant System. 65 
Nee ee ue coc ageesiadescns 3 
vn din ceded vansnesesseces 72 

OUS RAW MATERIALS 

De. ca aehcbsontaw senna uséeu 61 

id ach bosses eke bn 0 66% 63 
Anheuser-Busch Corn Syrup................... 68 
Atlas Certified Food Colors.................... 13 
Basic Creme Products................. Third Cover, 
i a cn gccsccccecces Third Cover 
Basic 100-Grade Citrus Pectin..... :....Third Cover 
Blanke Baer Dipping Fruits.................... 56 
ES pe St aa 61 
en Lac desde sieeessoes 66 
Clover Bloom Egg Albumen................... ll 
a iis os ssh codeseus yalecaus 61 
ee oo sn dso sete decnesseens 74 
Clinton Comm Products.............00:. Back Cover 
re 51 
Tr ck bse ee dee tw ene bens 71 
EE A 99 
Merckens Fondant Process Coating............ 69 
Nulomoline and Convertit..................... 14 
ee eis eceeee ene 74 


GL. <. | b. ve seswebeseeees 74 
es eu nessewdeee 73 
Stille-Young Candy Glaze..................... 99 
te a han cece ck iadesvavacde wide 74 
ao Loc deeeseccons 23 
Is Pusat eckaewdpadiedcsedetdacesea's 12 
FLAVORING MATERIALS 
Ee pt Rage 13 
SIE RES SEO TED Ee 56 
es ce cebwnes 7 
Exchange Of] of Lemom...........0.cccccccces 18 
Felton Chocolin for Summer Coatings.Second Cover 
ER eee 99 
RI, cc iwc ceccccevsecbccccec 99 
ei Sees keadeae eae’ 4 
NS cc we kewl sadcee eee cece 59 
ee Oe ce eens bblewseusedene 62 
ae eow'an 62 
PACKAGING SUPPLIES 
Brewer Sales Stimulator......................-. 96 
Crystal-Pak Containers ...............ccccce0. 97 
ed da cas cna deedescanubeveceoas 94 
ee oo eS wadeue 99 
H & D Corrugated Shipping Boxes............. 91 
Ideal Wrapping Machines.................... 96 
Kromex Chromium Specialty Wares............ 96 
ee ca cisencebacccavess 99 
Lambooy Labels and Seals.................... 97 
Nn. icc acceevecesewees 95 
Multi-Wall Paper Bags............:........0.. 76 
Package Wrapping Machines.................. 78 
Riegel’s Stardust Crystallon............. 87 and 88 
ce, cv nccnceséuen 81 
Sealtight Bag Sealing Machines............... 97 
Booteh Commlose Tame... ...... ccc ccc ccc ccsees 93 
Sweetone Paper Products...................... 94 
ak sne sha eva td eckcsodauséu ne 99 
ea oie a edu whess bs ccnaawes ae 3 
REE SS a ne 99 
MISCELLANEOUS 
Directory of Candy Manufacturers....... 16 and 17 
National Better Business Bureau............... 24 
EN eee 99 
I CID, occ cwccccvcsccceccces 74 
ee ae ae oss vnlegheeee es 55 





POLICY: THE MANUFACTURING CONFECTIONER is essentially a manufacturers’ publi- 
cation and therefore is a logical advertising medium ouly for confectioners’ supplies and equip- 
ment. The advertising pages of THE MANUFACTURING CONFECTIONER are open only for 
messages regarding reputable products or propositions of which the manufacturers of 


confectionery and chocolate are logical buyers. 


This policy EXCLUDES advertising directed to the distributors of confectionery, the soda 
fountain and ice cream trade. The advertisements in THE MANUFACTURING CONFECTIONER 


are presented herewith with our recommendation. 


The machinery equipment and supplies 


advertised in this magazine, to the best of our knewledge, possess merit worthy of your care- 


ful consideration. 
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INVITING CONFECTIONERS TO MEET 


The National Confectioners’ Association will be host to the industry at its 54th 
Annual Convention and 14th Exposition, May 24-28, in Palmer House, Chicago. 


MAY, 1937 








PLAN TO BE AT THE PALMER HOUSE 





AV | IN CHICAGO, MAY 24-28! 


N. C. A. CONVENTION PROGRAM 


54th Annual Convention of the National Confectioners’ 
Association, Palmer House, Chicago, May 24-28, 1937 


TUESDAY, MAY 25—9:45 A. M. 
Grand Ballroom 
Meeting called to order—President Thomas J. Payne, 
presiding. 
9:45 A. M.—“Inspiration in Business’—James_ L. 
Kraft, Chairman of the Board, Kraft- 
Phenix Cheese Corporation, Chicago, III. 
—In Memoriam. 
11:00 A. M.—“President’s 
Payne. 
11:30 A. M.—Report of Executive Vice President— 
A. M. Kelly. 
11:45 A. M.—Report of Secretary—M. F. Burger. 
12:00 M.—Report of Treasurer—J. L. Rubel. 
12:15 P. M.—Report of Trade Mark Counsel—W. C. 
Hughes. 


Address” — Thomas J. 


TUESDAY AFTERNOON 
Grand Ballroom 


1:45 P. M.—Production Session—George H. William- 
son, presiding. 
—“New Materials and Equipment for the 
Candy Industry,’ Dr. Stroud Jordan, 
Consulting Chemist of the National Con- 
Fectioners’ Association. 
—“Special Production Methods and Lay- 
outs,” H. J. Melville and Edward M. 
Johnson, Consulting Engineers. 
—"New ideas in Packaging’—C. B. Lar- 
rabee, Managing Editor, “Printers’ Ink,” 
New York, N. Y. 
—“Protecting the Batch from Kettle to Car- 
ton” —Otto H. Windt, Chief Chemist, E. 
J. Brach & Sons, Chicago, Ill. 
Collaborators 
William M. Bell, Kraft-Phenix Cheese Corporation, 
Chicago, Ill. 
Horace B. Cosler, Pan Confection Factory, National 
Candy Co., Chicago. 
Robert Esterly, Luden’s Inc., Reading, Pa. 
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Frank Hebner, Shotwell Manufacturing Co., Chicago, 
Ill. 

J. J. Kooman, Schutter Candy Co., Chicago, II. 

Chas. W. Vaughan, Ohio Confection Co., Cleveland, 
Ohio. 

F. A. VonLiebermann, W. F. Schrafft & Sons Corp., 
Charlestown, Mass. 


WEDNESDAY, MAY 26, 9:45 A. M. 
Grand Ballroom 
TOWN HALL MEETING—Vice President H. R. 
Chapman presiding. 

9:45 A. M.—“Confectionery Sales and Distribution” 
—C. E. Birgfeld, Assistant Chief, Food- 
stuffs Division, U. S. Department of 
Commerce, Washington, D. C. 

Questions and Discussion 

10:30 A. M.—“Candy Distribution as Seen by Tobacco 
Distributors”—Joseph Kolodny, Execu- 
tive Secretary, National Association of 
Tobacco Distributors, Inc., New York. 
Questions and Discussion 

11:00 A.M.—“The Wholesale Candy Distributor’s 
Place in the Industry’—V. G. Perry, De- 
troit Candy Co., Detroit, Michigan. 
Questions and Discussion 

11:30 A. M.—‘*The Wholesale Druggist’s Function as 
a Candy Distributor’—Leo A. Lanigan, 
President of the National Wholesale 
Druggists’ Association and Vice Presi- 
dent, McKesson-Fuller-Morrisson, Chi- 
cago, Ill. 

Questions and Discussion 
12:00 M.—“Distribution Problems in Southern Ter- 
ritory’—C. M. McMillan, Secy., South- 
ern Wholesale Confectioners’ Assn. 
WEDNESDAY AFTERNOON 
Grand Ballroom 

1:45 P. M.—‘“A Comparison of Retailers’ Costs Be- 

ween Candy Products and 5c and 10c 
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Packages of Food Products Competing 
with Candy—W. C. Dickmeyer, Presi- 
dent, Wayne Candies, Inc., Fort Wayne, 
Ind. 

Questions and Discussion 

2:30 P. M.—“The Wholesale Grocer’s Place in Candy 

Distribution”—B. W. Molick, Executive 

Vice President, Missouri Valley Whole- 

sale Grocers’ Association, St. Joseph, Mo. 

Questions and Discussion 

“Increasing Retail Candy Sales by Pro- 

motion” —J. F. Mulcahy, Fred Harvey, 

Union Terminal, Cleveland, Ohio. 

Questions and Discussion 

3:30 P. M.—“Effective Distribution’’—Joseph 

Western Sales Manager, The 

Evening Post, Chicago, Ill. 

General Discussion. 

-Vote to Select Winner from Three Best 

Exhibits Recommended by Jury of 

Award. 

THURSDAY, MAY 27—9:45 A. M. 

Grand Ballroom 
SESSION—Past 
rock, presiding. 

“Policies of the Legislative Committee, 

National and State’—William F. Heide, 

Chairman of the Legislative Committee. 

10:15 A. M.—Report on State Legislative Activity 

A. M. Kelly, Executive Vice President. 

10:25 A. M.—“What Federal Food, Drug and Cosmetic 

Legislation Means in the Candy Indus- 
try”—W. Parker Jones, General Counsel. 

10:45 A. M.—Discussion on Industry Standards—Dr. 

Stroud Jordan, Consulting Chemist. 

11:15 A. M... President Thomas J. Payne, presiding . . 

Report on Election of Board of Direc- 
tors—M. F. Burger, Secretary. 
Report of Board of Directors. 
Report of Resolutions Committee—Her- 
man L. Hoops, Chairman of Resolutions 
Committee. 

Adjournment of Executive Session to 4:30 P. M. 

THURSDAY AFTERNOON 
Grand Ballroom 

Vice President C. H. Woodward presiding. 

1:45 P. M.—"Trade Practices’—Colonel Charles H. 
March, Member of the Federal Trade 
Commission. 

M.—“The National Labor Relations Act 
What [t Implies’—Otto A. Jaburek, At- 
torney, Chicago, III. 

Questions and Discussion 


EXTRA! 


CANDY DAY 


WASHINGTON 
PARK RACE TRACK 


FRIDAY, MAY 28TH 


3:00 P.M. 


E1iff, 
Saturday 


4:00 P. M.- 
4:30 P. M- 


EXECUTIVE President W. E. 


9:45 A. M.- 


2:45 P. 


3:30 P. M.—“Operating Under Fair Trade 
J. McCoy, J. B. 


Ohio. 


Acts’”—E. 
McCoy & Son, Canton, 


Discussion 
4:30 P. M.—Reconvening of Executive Session. 
President Payne presiding. 
Unfinished Business. 


ADJOURNMENT. 


Summary of Activities Independent of General 
Convention Sessions 


MONDAY, MAY 24, 1937 


Annual Golf Tournament, with luncheon, dinner and 
prizes, Evanston Golf Club, Evanston, II. 


TUESDAY, MAY 25, 1937 

2:00 P. M.—Tea and Cocktail Party for Ladies 

Evanston Golf Club, Evanston, Ill. 

( For information call at registration desk. ) 

Meeting of Package Goods Manufactur- 

ers. Chairman, Louis L. Mcllhenney. 

President, Stephen F. Whitman & Son, 

Inc., Philadelphia. 

. M.—Meeting of Resolutions Committee. Her- 
man L.. Hoops, Chairman. 

. M.—Meeting of State Chairmen. 

. M.—Broadcast of “The Northerners,” 
Studio, 445 N. Michigan Avenue. 
(Tickets may be procured at registra- 
tion desk. ) 


WEDNESDAY, MAY 26, 1937 

. M.—Associate Members’ Session. 

. M.—Dinner-Dance, Grand Ballroom. 

Presentation of Award for Outstanding 

Exhibit—George H. Williamson, Presi- 

dent, Williamson Candy Co., Chicago, III. 

Presentation of Token to Past President 

W. E. Brock, Bob McCormack, Bob’s 

Candy & Pecan Company, Albany, Ga. 

FRIDAY, MAY 28, 1937 

It is expected that commodity group 
meetings will be arranged for this morn- 
ing. These will be announced during the 

Convention. 

AFTERNOON—Candy Day at Washington Park 
Race Track. Special Illinois Central 
train leaving about 1 o'clock. Admission 
by special NCA ticket (complimentary 
excepting Federal and State tax). En- 
tire day will be turned over to the candy 
industry and their friends. 


:30 P. M. 


WGN 


MORNING 


One of the biggest festive days in candy history will be enjoyed by the Convention delegates, friends, 


Tickets Complimentary 


Special Train to the Track 
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visitors, and guests, Friday afternoon, May 28, through plans of the N.C.A. and Washington Park Jockey 
Club. Many features—races to be given candy names—radio broadcasts—sound newsreels—a grand 


time! No cost, except tax! 
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AMONG 
CONVENTION 
HEADLINERS 


COL. CHARLES H. MARCH 


COLONEL MARCH, Federal Trade Commis- 

sioner since 1929, will address the conven- 

tion Thursday at 2 P. M. on the subject, 
“Trade Practices.” 


B. W. MELICK 


MR. MELICK, Exec. V. P., Missouri 
Valley Wholesale Grocers’ Assn.., 
will talk Wed. P. M. on “The 
Whlse. Grocers’ Place in Candy 
Distribution.” 


HARRY R. CHAPMAN 


V. P. of NECCO and N. C. A. Vice Presi- 
dent, will preside Wednesday morning. 
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54th Annual Convention, 


NATIONAL 
CONFECTIONERS’ 
ASSOCIATION 


Palmer House, Chicago 


MAY 25-28 


THOMAS J. PAYNE 


N. C. A. President, will preside over the 


54th Annual Convention. 


Cc. E. BIRGFELD 
MR. BIRGFELD, Asst. Chief, Food 
Stuffs Div., U. S. Dept. of Com- 
merce, Washington, will report 
Wed. A. M. on “Confectionery 
Sales and Distribution.” 


THE 


JAMES L. KRAFT 
MR. KRAFT, President of Kraft-Phenix 
Cheese Corp., Chicago, will talk on ‘In- 
spiration in Business’ at the opening ses- 
sion Tuesday morning. 


JOSEPH KOLODNY 


MR. KOLONDY, Exec. Secy., Na 
tional Assn. Tobacco Distributors 
will talk Wed. A. M. on “Candy 
Distribution as Seen by Tobacco 
Distributors.” 


MAX F. BURGER 


MR. BURGER will present the Secretary's 
report on Tuesday morning. 
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HERBERT ZIEGLER 
MR. ZIEGLER, Vice Pres., George 


Ziegler Co., Milwaukee, Wis., is 
General Convention Chairman. 


WILLIAM F. HEIDE GEORGE H. WILLIAMSON 
MR. HEIDE, President of Henry Heide, Inc., MR. WILLIAMSON, of Williamson Candy 
Chairman, Legislalive Committee, will re Co., Chicago, and N. C. A. Past Pres., will 
port on National and Stat Legislation. preside over the Production Session, Tues 
day afternoon 


Cc. M. McMILLAN 
SECRETARY, Southern Wholesale 
Conf. Assn., Atlanta, Ga., will talk 

Distribution Problems 
the Southern Territory 


WILLIAM E. BROCK 
SEN. BROCK, Brock Candy Co., 
Chattanooga, who is past Presi- 
dent of N. C. A., will be presented A. M. KELLY 


@ token for his services. MR. KELLY, completing his first year as 


Executive Vice-President, concentrating on 
legislation, will report on ‘State Legislative 
Activity," Thursday morning. 


OTTO H. WINDT 


MR. WINDT, Chief Chemist, E. |] 
J. EDWARD ROWE Brach & Sons, Chicago, will talk DR. STROUD JORDAN 


PRESIDENT, Ross & Rowe, Inc., New York, Tuesday P. M. on “Protecting the N. C. A. Consulting Chemist, talks on “New 
Chairman of the Exposition Committee. Batch from Kettle to Carton.” Materials” Tuesday; “Standards,” Thurs 
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DIRECTORY OF EXHIBITORS 


Confectionery Industries Exposition During N. C. A. Convention 
May 24, 25, 26, 27, 28, at the Palmer House, Chicago 


Note: The exhibitors listed in boldface type have further 
described their products in the Advertising Pages of The 
MANUFACTURING CONFECTIONER. 


ADRIAN X-RAY MFG. CO., Milwaukee, Wis. Booth 
No. 53-A. 


AMERICAN LECITHIN CORP., Elmhurst, L. I., N. Y. 
Booth No. 43. 


AMERICAN MACHINE & FOUNDRY CO., 511 Fifth 
Avenue, New York, N. Y. Booth No. 10. Exhibiting: Two 
Rose Cut and Twist Wrapping Machines, One Rose Ir- 
regular Shape Twist Wrapper and one Rose “Eagle” 
Caramel Cut and Fold Wrapping Machine. In attend- 
ance: W. H. Kopp, F. E. Youngdahl, P. Schlemmer, K. 
Zauke and P. Camilleri. 


AMERICAN MAIZE-PRODUCTS CO., 100 East 42nd 
Street, New York, N. Y. Booth No. 20. Exhibiting: A 
display embracing a group of interesting confectionery 
novelties which represent each major holiday in the year. 
These novelties not only symbolize the type of technical 
service this organization is capable of rendering to the 
confectionery industry, but they likewise demonstrate the 
applications of corn syrup, corn starch and dextrose. In 
attendance: F. K. Benzing, J. R. Bishop, R. E. Daly, 
D. K. David, R. C. Drury, Emil G. Fisher, R. E. Harmer, 
Dr. A. P. Hellwig, C. G. Linker, John Murray, I. A. 
Peterson, L. G. Preston, J. J. Robertson and W. S. Viele. 


AMERICAN SUGAR REFINING CO., 120 Wall Street. 
New York, N. Y. Booth No. 31. 


ANHEUSER-BUSCH, INC., St. Louis, Mo. Booth No. 
45. Exhibiting: A complete line of corn syrup and 
starches for the confectionery industry. In attendance: 
Homer F. Ziegler, vice-president; Harry C. Crist, man- 
ager corn products division; C. H. Grupe, E. B. Bushnell 
and E. B. Geisel, sales executives; Arthur M. Robinson 
and H. Homer Clark, sales representatives. 


ARMOUR AND CO., Union Stock Yards, Chicago, IIl. 
Booth No. 44B. Exhibiting: New Unfermented Dried Egg 
Albumen, its merits and uses. Armola, a High Melting 
Point Fat, its merits and uses. In attendance: Alfred B. 
Cassidy, New York, Wm. W. Stokes and Chas. C. Truitt, 
Los Angeles; George W. Eddington, J. R. Turner, L. L. 
Whelan and C. D. Wilbur, Chicago. 


ATLANTIC GELATINE CO., Woburn, Mass. Booth 
No. 21. 


WALTER BAKER & CO., INC., Dorchester, Mass. Booth 
No. 1. Exhibiting: Chocolate coatings, liquors and cocoas. 
A special feature will be a ring-toss game with prizes to 
delegates. In attendance: H. O. Frye, C. H. Gager and 
R. B. Donnelly. 


BETTER PACKAGES, INC., Shelton, Conn. Booth No. 
48. Exhibiting: New and improved Counterboy taping 
machines, including the boxmakers’ tape dispenser. In 
attendance: E. E. Beckman. 


BLANKE BAER EXTRACT & PRESERVING CO., 
3224 S. Kingshighway St., St. Louis, Mo. Booth No. 24. 
Exhibiting: Dipping Fruits, Seedless Pure Fruit Purees, 
Vanilla Extracts, True Fruit Extracts and Hard Candy 
Flavors. In attendance: Dr. Samuel H. Baer, president; 
Miller Winston, vice-president; A. H. Knese and Parker 
T. Finch. 


BRAZIL NUT ADVERTISING FUND, 60 Hudson 
Street, New York, N. Y. Booth No. 52. Exhibiting: A 
background showing picturesque and colorful conditions 
under which Brazil nuts are gathered. There will be 
featured a three dimensional jungle and river scene with 
a motional element. The native dugout canoe from the 
Amazon, filled with Brazil nuts, will again be featured. 
In attendance: T. R. Shoonmaker, executive secretary of 
the Fund. 
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TROPHY FOR EXHIBIT 
EXCELLENCE 


This handsome trophy will be 
awarded at the Exposition for 
the booth which most effectively 
(1) presents the company; (2) pre- 
sents the company’s products; 
(3) is manned by a personnel 
best presenting the company 
and its products; and (4) is most 
artistic in design, color, illumina- 
tion and in ti and special 
effects. Judges will work in 
secrecy and will announce re- 
sults on May 26. The trophy will 
remain in possession of the win- 
ner until next Convention and 
Exposition. 





BUHLER BROTHERS, INC., 330 West 42nd Street, 
New York, N. Y. Booth No. 55, Exhibiting: BUHLER 
Patented Continuous Cocoa Bean Dryer and Roaster, type 
STK-1, with special geared motor, arranged for roasting 
by means of steam elements In attendance: O. R 
Schmalzer and P. W. Kohler. 


B. H..BUNN CO., Vincennes Avenue at 76th Street, Chi- 
cago, Ill. Booth No. 65. Exhibiting: The BUNN Package 
Tying Machine (Automatic Turntable and Manual-Cross- 
Tie Models). [n attendance: B. H. Bunn and Paul Kar- 
strom. 


BURKE PRODUCTS CO., 321 W. Austin Avenue, Chi- 
cago, Ill. Booth No. 3. Exhibiting: Confectionery prod- 
ucts with a modernistic background. In attendance: R. J. 
Burke, president; R. J. Savage, vice-president; H. J. Thur- 
ber, A. W. Lescher, V. E. Berry and Henry Jung. 


BURRELL BELTING CO., 413 S. Hermitage Avenue, 
Chicago, Ill. Booth No. 51. Exhibiting: Display in min- 
iature an enrobing unit of BURMAK Belts used in the 
chocolate coating department of a candy factory; also 
samples of specially treated belts, etc. In attendance: 
Earl F. Mayer, president; Paul J. Buss, vice-president; 
John M. Moyer, secretary; Norman Coryell, Howard 
Aylesworth, Heber B. Fate, Harry Hallgren and Nick 
Schausten. 


CALIFORNIA FRUIT GROWERS EXCHANGE, 616 
E. Grove Street, Ontario, Calif. Booths Nos. 33, 34. Ex- 
hibiting: Display of citrus pectin, citric acid and oils. In 
attendance: M. L. Chapman, in charge; T. F. Baker, E. L. 
Rhoads, H. W. Hall and C. K. Lyle. 


FRED S. CARVER, 345 Hudson Street, New York, N. Y. 
Booth No. 11. Exhibiting: Typical layouts of modern 
installations, showing production line operation with the 
latest improved design of cocoa presses. Will also show 
The Carver Laboratory Press, with standard equipment 
for research and control work. In attendance: Fred S. 
Carver, H. W. Moss and F. M. Waters. 


CLINTON CO., Clinton Iowa. Booth No. 5. Exhibiting: 


Samples of their products. In attendance: R. E. Clizbe, 
vice-president and general manager; George Corson, man- 
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ager bulk starch sales department; Samuel Eisenstein, 
manager bulk sales department; Naomi Jensen, secretary 
to Mr. Clizbe, and A. C. Junge, assistant manager bulk 
starch sales department. 

CONFECTIONERS JOURNAL. Philadelphia, Pa. Booth- 
No. 57, 538. 

CORN PRODUCTS SALES CO., 17 Battery Place, New 
York, N. Y. Booth No. 16. Exhibiting: Confectioners 
corn syrup unmixed, corn starches and cerelose, pure dex- 
trose. In attendance: John M. Krno, D. E. Linn, A. G. 
Peterson, R. R. Adam and several district sales managers. 

THE DOEBECKMUN CO., 3301 Monroe Avenue, Cleve- 
land, Ohio. Booth No. 32-B. 

E. I. DU PONT DE NEMOURS & CO., INC., CELLO- 
PHANE DIVISION, Empire State Bldg., New York, 
N. Y. Booths No. 35, 36. Exhibiting: Latest develop- 
ments in visible packaging, featuring individual wraps on 
hard candy. In attendance: M. C. Pollock, L. B. Steele, 
R. M. MacDonald, W. J. Harte and R. J. Crowley. 

ECONOMY EQUIPMENT COMPANY, INC., 538 W. 
Pershing Road, Chicago, Ill. Booth No. 30. Exhibiting: 
Special ¢ ‘onfectionery Cooling and Conveying Equipment. 
In attendance: Earl Howard, W. H. Lenish, E. L. Ras- 
mussen, R. P. Rasmussen and G. T. Weick. 

HARRY L. FRIEND, 52 India Street, Boston, Mass. 
Booth No. 12. Exhibiting: Line of Hand Roll Machines. 
In attendance: Harry L. Friend. 

FOOD MATERIALS CORP., 3450 W. Lake Street, Chi- 
cago, [ll. Booth No. 49. 

GENERAL FOOD SALES CO., INC., 250 Park Avenue, 
New York, N. Y. Booth Nos. 2, 4. Exhibiting: Scene of 
Coconut Island, tropical in effect, with Mike the Monk, 
Henrietta the Macaw, and Skippy the Chimpanzee. Frank- 
lin Baker Coconut and Nut Meats will be displayed. In 
attendance: H. P. Haldt, D. H. Macaulay, G. T. 
Brown, W. S. Dickerman, J. I. MacDonald, W. L. Bon- 
ney, W. A. Pence, W. A. Preble, A. A. Borton, A. E. 
Olson, O. J. Truex and G. W. McCullum., 

J. W. GREER CO., 119 Windsor Street, Cambridge, Mass. 
Booth No. 17. Exhibiting: Blueprints and illustrations of 
the most recent developments in chocolate coating and 
cooling equipment. In attendance: F. W. Greer, J. W. 
Greer, D. S. Greer and Thomas Flint. 

INTERNATIONAL CONFECTIONER, New York 
N. ¥. Booth No. 40. 

A. KLEIN & CO., INC., 113-119 W. 17th Street. New 
York, N. Y. Booth No. 15. Exhibiting: Complete line 
of high grade packages made exclusively for confection- 
ery trade. Will feature a new jewel box shape. In attend- 
ance: Adolph Klein and Joseph Ehrenfeld. 

KROMEX CORPORATION, 118 St. Clair Avenue, N. E., 
Cleveland, Ohio. Booth No. 18. Exhibiting: Chromium 
plated novelties, and table and gift, pieces suitable for 
candy packing. In attendance: Arthur J. Stever, presi- 
dent; E. M. Asquith, sales manager; Irving Shwartz, mid- 
western representative. 

J. M. LEHMAN CO., INC., 248-250 West Broadway, New 
York, N. Y. Booth No. 39. Exhibiting: No. 913-M Pat- 
ented High Production Cocoa Nibs Refiner with new 
style Disc Mill. In attendance: E. E. Meuser, president, 
and P. Hollstein, vice-president. 

THE MANUFACTURING CONFECTIONER PUB. 
CO., 400 W. Madison Street, Chicago, Ill. Booth No. 23. 
Exhibiting: Confectionery publications, The Manufactur- 
ing Confectioner and The Confectionery Buyer. In at- 
tendance: Mrs. Earl R. Allured, Nevin I. Gage, E. C. 
Pilcher, M. Kandlik. 

MAWER-GULDEN-ANNIS, INC., 87 34th Street, Brook- 
lyn, N. Y. Booth No. 47. Exhibiting: Maraschino style 
Cherries for dipping purposes for the manufacture of 
Chocolate Cherries. In attendance: E. G. Walls, J. B. 
Sadler and A. R. Ramee. 

MERCK & CO., INC., Rahway, N. |. Booth No. 42. Ex- 
hibiting: Tartaric Acid, Citric Acid, Vanillin, Cumarin 
and other Merck Products for the Confectioner. In at- 
tendance: B. P. Messersmith, A. F. Frantz and W. A. 
Rothermel. 

MILLER WRAPPING & SEALING MACHINE CO., 
118 S. Clinton Street, Chicago. Ill. Booth No. 34. Ex- 
hibiting: New Miller model M. P. “Economatic” wrap- 


ping machine with automatic sheeting attachment. Will 
demonstrate wrapping various kinds and sizes of pack- 
ages. Will be operated evenings by a regular operator. 
In attendance: M_ H. Corley, R. H. Freeman and Wm. 
Bauch. 
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PALMER HOUSE, CHICAGO 


Mecca of the Confectionery Industry for 
the Week of May 24-28 


MODERN PACKAGING, New York, N. Y. Booth No. 
62. 

NATIONAL EQUIPMENT CO., Springfield, Mass. 
Booth No. 34. Exhibiting: Special Cocoanut Depositor. 
In attendance: Col. A. L. Bausman, George A. Bausman, 
Frank S. Moulton, Howard C. Baum and B. E. C. Gil- 
lette. 

NATIONAL SUGAR REFINING CO. OF NEW JER- 
SEY, 129 Front Street, New York, N. Y. Booth No. 63. 

THE NULOMOLINE CO., 120 Wall Street, New York, 
N. Y. Booths No. 7 and 9. Exhibiting: The main theme 
will be “From the Kettle to the Consumer.” Will illus- 
trate the development of candy formulas in a miniature 
candy factory and the use of Nulomoline, Grandma's Old 
Fashioned Molasses, Nulco MeloBan and Covertit in a 
large candy plant. An entirely new idea in package can- 
dies will be displayed and a brand new booklet contain- 
ing fifty distinctive formulas is now being prepared for 
the trade. In attendance: M. E. Berrye, K. C. Fromm, 
E. C. Henry, Hugh Russell-Murray, F. M. Waters, 
Charles Fahrenkamp, T. M. Holicky, Jas. A. King, R. S. 
Taussig and Fred Williams. 

PACKAGE MACHINERY CO., Springfield, Mass. Booth 
No. 37. Exhibiting: Models 22B and 42B and GH-2 
machine which is equipped with the Electric eye. 
wraps regular or irregular shaped bars and registers 
wrapper design on the bar. In attendance: M. N. Allen, 
Tom Miller, W. Kirber, R. L. Putnam, G. A. Mohlman, 
J. R. Tindal and E. G. Westervelt. 

PENICK & FORD, LTD., 420 Lexington Avenue, New 
York, N. Y. Booth No. 64. Exhibiting: Will display 

everything from a kernel of corn to the finished prod- 
ucts, namely Corn Syrup, Corn Sugar and the various 

grades of starches. Will feature the illuminated Gum 

Drop made from their well-known Douglas “C” Starch. 
In attendance: D. P. O’Connor, N. M. Kennedy, H. A. 
Horan, W. G. Ahern, J. R. Kearney, J. C. Callerman, 
Walter Johnson and George Harms. 

‘HE PILLIOD CABINET CO., Swanton, Ohio. Booth 
No. 8. Exhibiting: Cedar chests with silk linings and 
mirrors, new novelty cedar chests, rarewood finished 
boxes for candy, heart shaped chests, in cedar, also in 

colors for Valentine’s Day, Easter, Mother’s Day, St. 

Patrick’s Day and other seasons of the year. In attend- 

ance: E. H. Bergin, sales manager, and H. K. Decatur, 

Chicago manager. 

PULVERIZING MACHINERY CO., Roselle Park, N. J. 
Booth No. 41. Exhibiting: No. 1SH MIKRO-PULVER- 
IZER as used for grinding sugar and sugar mixtures. 
This is the smallest MIKRO made and is a aig sage 
grinding plant occupying a floor space only 3 feet by 3 
feet. Will also display various sugars and sugar mixtures 
in ground and unground form. In attendance: F. E. 
Oswald, sales manager. 
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EXPOSITION HOURS 


MONDAY, MAY 24 
12 M. to 10 P. M. 


TUESDAY, MAY 25 
9 A. M. to 10 A. M. 
12 M. to 2 P.M. 
5 P. M. to 10 P. M. 


WEDNESDAY, MAY 26 
9 A. M. to 10 P. M. 
12 M. to 6P.M. 


THURSDAY, MAY 27 
9 A. M. to 10 A. M. 
12 M. to 10 P. M. 


FRIDAY, MAY 28 
9A.M.to 3 P. M. 


RACINE CONFECTIONERS’ MACHINERY CO., 1620 
Racine Street, Racine, Wis. Booth No. 44-A. Exhibit- 
ing Candy and chocolate products made with their ma- 
chinery. In attendance: E. E. Cahoon, president; E. D. 
Cahoon, vice-president; R. S. Hislop, secretary, and C. C. 
Naylor, treasurer. 


REYNOLDS METALS CO., INC., 19 Rector Street, New 
York, N. Y. Booth No. 14. Exhibiting: A display of 
the shelf type. with ample space for showing a wide 
variety of Reynolds Metals Packages used in the con- 
fectionery trade. One feature will be the showing of 
samples of the latest gravure printing in natural color 
photography on metal. There will be several well-known 
candies, wrapped in Reynolds Metals on display, includ- 
ing the prize winning Beechnut Lustermint combination 
and several popular bars. In attendance: H. G. Hanks, 
vice-president; C. W. Huflage, assistant sales manager; 
H. T. Simmons, B. B. Wright and T. J. Gallagher, sales- 
men. 


ROSS & ROWE, INC., 75 Varick Street, New York, N. Y. 
Booth No. 13. Exhibiting: They will again set up a 
unique and interesting exhibit to feature the R. & R. Spe- 
cialties: Yelkin, the Standardized Lecithin: Placto. the 
Plastic Milk: Oroco, the Perfect Fat for Candy: Fries 
“Tru-Conomy” Flavors. There will be an opportunity 
for each visitor to the booth to exercise his skill and win 
an award. In attendance: J. Edward Rowe, Wm. F. 
Schlesinger, James P. Booker, James E. Lynch, Dr. 
Stroud Jordan, Edw. J. McAuley, Harry J. De Burgos, 
and Harry R. Smith. 


THE RUSHTON CO., Atlanta, Ga. Booth No. 32-A. 


SAVAGE BROS., 2238 Gladys Avenue, Chicago, Ill. Booths 
No. 59, 60, 61. Exhibiting: Sisco Nut Roll machine with 
coater for handling caramels. This machine eliminates 
hand rolling of centers dipped in caramels, etc. In at- 
tendance: R. J. Savage, R. J. Savage, Jr.. Wm. P. Halpin, 
R. E. Savage, W. E. Emerson and M. J. Linden. 


ST. REGIS PAPER CO., 230 Park Avenue, New York, 
N. Y. Booth No. 50. Exhibiting: Filled and unfilled 
multi-wall paper sugar bags (100-lb. size) of the type now 
being used by many of the U. S. cane and beet sugar re- 
fineries. Exhibit will stress advantages of these bags as 
sugar containers as regards to sanitation, economy, ete. 
In attendance: R. H. Proctor, A. Carswell, G. N. Burns 
and V. C. Douglas. 


I. SCHLEICHER PAPER BOX CO., 1811 Chouteau 
Avenue, St. Louis. Mo. Booth No. 29. Exhibiting: Fancy 
candy boxes for Christmas and Valentine and also special 
designed trade mark boxes. In attendance: Louis H. 
Schleicher, Frank H. Schleicher, B. F. Fischer, Lawrence 
S. Schleicher and Allen K. Schleicher. 


STALEY SALES CORPORATION, Decatur, Ill. Booth 
No. 27. Exhibiting: Crystal Corn Syrup unmixed and 
confectioners’ starches. In attendance: W. H. Cooley, 
L. R. Dickinson, L. A. Dillon, H. P. Dunlap, Paul War- 
ren, C. C. Hollis, F. H. Knowlton, L. F. Wieland. W. N. 
Lundholm, H. J. Reavis, O. D. Sutter and L. H. York. 
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SYLVANIA INDUSTRIAL CORPORATION, 122 East 
42nd Street, New York, N. Y. Booth No. 26. Exhibit 
ing: SYLPHRAP-Sylvania Cellophane in sheets and rolls 
SYLPHCORD—made from Sylvania Cellophane: 
SYLPHRAP-Excelsior for packing purposes; SYLPH 
RAP-Ribbons, bands and holiday printed sheets. Also 
miscellaneous packages, boxes, ctc., of confectionery 
wrapped in SYLPHRAP and tied with SYLPHCORD 
ribbons. In attendance: H. A. Hansen, manager Chicago 
branch office; Miss F: T. Helmer, advertising department; 
E. C. Nation, H. R. McCleary and H. M. Peffer, sales 
department; H. H. Replogle, v:ce-president, and I. L 
Thompson, sales. 


“HE TOY KRAFT CO., Wooster, Ohio. Booth No. 22 
Exhibiting: Hand Painted Wooden Toy Candy containers 
at popular prices. Also specially made Lolly-pop holders 
In attendance: Geo. Heisler, president and sales manager. 


Cc. E. TWOMBLEY, Medford, Mass. Booth No. 46. 


UNION CONFECTIONERY MACHINERY CO., INC., 
318 Lafayette Street, New York, N. Y. Booth No. 25. 
Exhibiting: Advertising matter and machinery. In at 
tendance: Joseph, Herman, Samuei and Sidney Greenberg 
and Charles Balin. 


INITED CHEMICAL & ORGANIC PRODUCTS, 4100 

S. Ashland Avenue, Chicago, Ill. Booth No. 19. Ex 
hibiting: Display featuring U-cop-co Pure Food Granu 
lated and improved Wheel Dried Flake Gelatine, as well 
as display samples of finished marshmallow made with 
U-cop-co Gelatin. In attendance: J. A. Hafner, T. R 
Tennant, F. E. Robinson, G. F. Kostal, J. J. Rawle, C. W. 
Palmer, R. C. Grant and Joseph Bader. 


VACUUM CONFECTIONERY MACHINERY CO., 15 
Park Row, New York, N. Y. Booth No. 56. 


VOSS BELTING & SPECIALTY CO., 1750-1756 Berwyn 
Avenue, Chicago, Ill. Booth No. 38B. Exhibiting: Com 
plete line of BELTING AND SPECIALTIES for the 
candy industry. Featuring Improved Constructed End 
less Belts; Long Life High Glazed Finish Enrober Colling 
Tunnel Belts that will not chip; Laminated Caramel Cut- 
ting Boards; Heavy Tubular Constructed Batch Roller 
Belts, seamless; Special Constructed Packing Table and 
Conveyor Belts. In attendance: Harry Barrett and Earl 
Cornell, Geo. Heintz, J. Lauletta, F. Rasmussen and Jos 
Voss, Jr., special sales representatives; M. M. Hahn, sec- 
retary; Robert Ludes, Technical Division; M. B. Warni 
mont; vice-president and superintendent; F. C. Werner, 
sales and technical division; Jos. H. Voss, president, and 
Robt. J. Voss, treasurer. 


WARFIELD CHOCOLATE DIVISION, 536 West 22nd 
Street, Chicago, Ill. Booth No. 28. Exhibiting: Complete 
line of summer coatings, with a demonstration on dipping 
and a display of summer coated merchandise. Will also 
display a complete line of regular Checolate Coatings. 
which include flavors and colors—banana, grape, butter- 
scotch, caramel, lemon, coffee and three cocoa flavored 
coatings. In attendance: J. D. Warfield, Jr., L. B. McKen- 
ny, Paul M. Hershey and R. C. Hubbard. 


T. C. WEYGANDT CO., 165-167 Duane Street, New York 
N. Y. Booth No. 6. Exhibiting: Chocolate Moulds and 
“Stak-Ezy” all metal starch trays. Will have pictures of 
Hollow Moulding Machine, Mould Filling Machine, Tam 
pering Machine and Rotary Conche. In attendance: 
Ernst Faber and Oscar A. Haas. 


WHITE STOKES CoO., INC., 3615-23 Jasper Place, Chi- 
cago, Ill. Booth No. 384. Exhibiting: Entire line of 
Confectionery supplies. Sample of candies made from 
these supplies will be on display. In attendance: J. ( 
Stokes, president; J. A. Brown, E. G. Buchanan. H. Mc 
Kenna, J. W. Lawrence, F. J. Lawrence and A. Balascas. 
from Chicago office; C. A. Dillon, J. R. Darcy and EF. G. 
Davisson, from Brooklyn office. 


Associate Members’ Meeting May 26 


A SPECIAL meeting of the associate members of the Na- 
tional Confectioners’ Association, under the sponsorship of a 
committee headed by J. Edward Rowe, of Ross & Rowe, Inc., 
will be held in the Club Lounge of the Palmer House, Chi- 
cago, at 2:00 P. M., Wednesday, May 26. 
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Courtesy of Warfield Chocolate Co. 
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New Hope For 


CHOCOLATE FAT BLOOMERS 


*By ROBERT WHYMPER 


Ix “Nature” (Nov. 7, 1936) appeared an 
important and provocative notice entitled “Inhibited 
Deposition of Stearin from Chilled Olive Oil” in 
which the prevention of separation of “stearin” from 
olive oil is stated to have been satisfactorily accom- 
plished and the elimination of fat-bloom on chocolate 
is suggested. The authors of that article, headed by 
Dr. William Clayton of the Research Department of 
Crosse & Blackwell, Ltd., London, Eng., and one of 
the world’s leading authorities on industrial colloids, are 
sufficient guarantee that their’s is not the usual blurb 
relating to the prevention of chocolate fat-bloom, with 
which all connected with the Cocoa and Chocolate 
Industry have long been too familiar. The princivle 
upon which the hopes are based lies in the finding that 
air-blown cacao butter (lodine-Value 20), when added 
to olive oil, prevents the separation of “stearin” on 
storage at temperatures between 2° and 4° C. “Un- 
treated olive oil in such storage,” they say, “sets solidly 
within twelve hours, whereas we have found the inhibi- 
tion effect to persist after even four year’s storage at 
2° CC.” The amount of blown cacao butter that is 
required to bring about this result varies from 0.1 to 
0.5%, depending on the technique of the oxidation and 
the length of time that the olive oil is to be stored in 
the cold. The inhibiting effect is highly specific, ac- 
cording to the authors, since (a) no other blown oil 
or fat is so effective, and (b) protection is not af- 
forded to other oils such as arachis (peanut), or cot- 
tonseed. Yet it is apparently effective with cacao 
butter also, for “This inhibition phenomenon has been 
found to furnish a qualitative guide to the very re- 
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markable property of blown cacao butter to prevent 
fat-bloom in stored chocolate, in which respect it is 
greatly superior to lecithin or other anti-bloom agents.” 
May this optimism prove to be justified for there is 
probably nothing of more serious concern to the manu- 
facturer of chocolate than this matter of spoilage, 
generally known to the trade as “Bloom.” 

It is, perhaps, premature to discuss the probability 
of success with blown cacao butter in preventing bloom 
before the investigations have been published else- 
where, as the authors have promised, and one would 
scarcely be justified in doing so if it were not that 
some of the few already-published features of the case 
are so peculiar as to call for an advance criticism. 

(1) The use of the word “stearin” in conjunction 
with “olive oil’ is an unhappy one, even though it is 
commonly employed in the Vegetable-oil Industry and 
usually written “stearine” (i.e. with a final “e” and 
in quotes) in most reliable works dealing with oils 
and fats, because it has been pretty well established 
that the glyceride of stearic acid does not exist in 
olive oil. The principal solid fatty acids isolated from 
the four fats and oils mentioned are: In olive oil 
palmitic and arachidic; peanut oil—arachidic; cotton- 
seed oil—palmitic and arachidic ; cacao butter— stearic, 
palmitic and arachidic. The specific inhibiting action 
of blown cacao butter on olive oil is, therefore, not 
specific to the contained glycerides of palmitic and 
arachidic acids, as such, since the deposition of the 
same solids is not prevented in the case of cottonseed 
oil by its addition. There must be some factor or 
factors other than, the depositing “stearine” and the 
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blown cacao butter to account for the phenomenon. 
The fact that in cacao butter, alone of the four oils 
and fats under consideration, the glyceride of stearic 
acid exists makes the probability of the complete ef- 
fectiveness of blown cacao butter in preventing fat- 
bloom on chocolate remote, if we are to base a theory 
on the olive oil system. Certainly, Dr. Clayton’s 
product is not specific to the glyceride of stearic acid. 

(2) Dr. Clayton and his co-workers assume, per- 
haps correctly, that lecithin is an anti-bloom agent, and 
that there are yet other agents known to them. But. 
among all the many virtues and uses of lecithin in the 
Chocolate Industry, the prevention of fat-bloom is the 
least authentic. That is to say, lecithin “per se” does 
not prevent fat-bloom on chocolate, but, because of 
certain physical changes occurring in a chocolate to 
which it has been added, the chocolate-worker is able 
to reduce the total quantity of fat and obtain equal 
viscosity to that of a non-lecithin chocolate, and he 
can work and use that chocolate at temperatures lower 
than those commonly employed. Both these conditions 
of working tend to reduce, but will not prevent bloom 
from occurring on chocolates kept under the usual 
fluctuating temperature-conditions of the store or shop. 
In other words, the addition of lecithin to a chocolate 
helps the chocolate-worker in securing a desired physi- 
cal condition of chocolate that can be also secured to 
give minimum bloom later in non-lecithin chocolate, 
though with greater difficulty, by proper tempering and 
by the use of proper temperatures in covering ancl 
cooling. Lecithin is, therefore, an aid to manipulation, 
but useless as even an inhibitor of bloom unless 
proper “chocolate-procedure” is practiced, and of litt'e 
value in any case if storage-conditions are unduly 
drastic later. Since the authors of the notice under 
consideration have themselves made comparison be- 
tween blown cacao butter and lecithin, it may be as- 
sumed that they regard their new product also as an 
agent in inhibiting bloom and not as a preventative by 
its simple addition to chocolate. How important this 
differentiation is will be realized after the publication 
of their findings. 

(3) Because olive oil can be kept entirely clear and 
free from deposition or crystallization of “stearine™ 
for four years at 2° C. (35.6° F.) by the addition of 
blown cacao butter, it does not follow that a sim- 
ilar addition to a chocolate will prevent the crystalliza- 
tion known as “bloom” even for one week at storage- 
temperatures fluctuating between 45° and 95° F. Yet 
the latter is the problem that the manufacturer of 
chocolate has to face. Further, any chocolate kept 
steadily at 35.6° F. (as was the olive oil) will be found 
quite free from outcropping crystals, characteristic of 
bloom, certainly for twelve months; chocolates kept 
at 40° F. have shown not the slightest sign of bloom 
at the end of six months, whereas chocolates from the 
same batch bloomed in forty-eight hours at 77° F. 
So it is clear that the olive oil and the cacao butter 
problems are not comparable, and it is, indeed, re- 
markable that the first should even be a guide for the 
second. 

(4) If the action of Dr. Clayton’s product (as it 
would appear from the results published so far) is to 
encourage the liquid state in a fat or oil that normally 
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solidifies or “sets solidly within twelve hours” at 2 
to 4° C. (as do both olive oil and cacao butter), the 
most obvious technical difficulty will arise for the 
manufacturer of chocolate because, in his case, he 
wants his cacao butter to set solid as quickly as pos- 
sible, and he cannot afford to have it either of lower 
melting-point or of softer consistency than it is now, 
or to wait unduly long for it to set up. If, on the 
other hand, the action is to prevent the growth or out- 
cropping of crystals of that portion of the cacao butter 
responsible for bloom, then Dr. Clayton and his co- 
workers have got something that should prove in- 
valuable. And this is our pious hope and prayer! 

(5) The prevention of the outcropping or growth of 
crystals of cacao butter on chocolates is not only not 
impossible, but can reasonably well be accomplished 
even today provided the chocolates are stored within 
a comparatively small range of the lower temperatures. 
Bad storage-conditions (with or without improper tem- 
pering and cooling) are, as the present writer has 
pointed out in his “Problem of Chocolate Fat Bloom,” 
the most prevalent causes of the trouble. But, further. 
the addition of a suitable quantity of cow’s dehydrated 
butter-fat to a chocolate is remarkably effective in 
preventing bloom at the higher storage-temperatures 
while practically ineffective at the lower, unti!, below 
the freezing-point of water, complete solidification of 
the normally liquid portions of the contained fat has 
been reached—and this phenomenon is not entirely due 
(if at all) to lowered melting-point of the chocolate, 
since the addition of an oil, such as peanut, to a choco- 
late encourages bloom at a!l temperatures except those 
low ones where even the peanut oil is solid. The 
action of Dr. Clayton’s product may, therefore, be 
analogous to the action of cow’s butter-fat—in which 
case its effectiveness will have a limited temperature- 
range. 

Whatever the action, we shall look forward to the 
publication of the findings by Dr. .Clayton and his 
colleagues, and we shal! offer up to our Patron Saint 
a candle or two for the success of their labors. 


Chicago Jubilee During Convention 

INDIAN music, sea chanteys and old folk songs 
will be included in the program of the Fourth Annual 
National Folk Festival, which will take place during 
the 54th annual convention of the National Confection- 
ers Association, May 24 to 28, at the Palmer House in 
Chicago. 


Starting May 22 and lasting through May 28, the 
National Folk Festival will be presented as one of the 
many attractions of Chicago's Charter Jubilee, celebrat- 
ing the one hundredth anniversary of Chicago's incor- 
poration as a city. 

Other events of Chicago’s Charter Jubilee include: 
the Jubilee Horse Show, June 9-13; the Centennial 
Auto Classic, July 17; Fire Fighting Tournament ; July 
30-31; Military Tournament, August 14-15; Farm 
Week, August 7-13; Carnival of Lakes, August 22-29; 
Pageant of Religion, September 4-8; as well as out- 
door concerts, music festivals, a soft ball tournament, 
national days and festivals, an all-star football game, 
an international air show, Sokol gymnastic festival, a 
home and garden show and a Boy Scout encampment. 
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Showmanship in Business 


By ZENN KAUFMAN 


Beuve it or not—you are a showman. 
Every day you put on your own show, and the extent 
to which it is a good show and pleases your audience 
determines your “box office.” Most of us recognize 
this. Most of us admire the good showman. You 
have one or more in your community—he probably 
commands a good income and the respect of his fellow- 
businessmen. 

But the trouble with most good showmen is that 
they never tell you how to do it yourself. On occa- 
sion they will write or tell about their exploits. But 
although they are always interesting, they are never 
instructive. In fact, they will infer there is a certain 
subtle, elusive something about showmanship that is 
impossible to explain to you. Some intangible mystery 
that is impossible to define. It’s a gift! 

Now, that’s not true. Showmanship is a simple, 
everyday force. Every confectioner can use it as 
simply as he turns on the light. This series of articles 
will show you one by one the things that make good 
commercial showmanship—will tell you how to do 
them yourself in your own business. This series will 
deal with the application of showmanship to all phases 
of the candy business—from design and packaging 
down to the final point of sale selling. 

But before we discuss the basic elements, let’s stop 
for just a second and consider exactly what showman- 
ship will do. It will do just three things: 

1. Attract attention 
2. Emphasize a point 
3. Appeal to emotions 


Showmanship Attracts Attention 
Candy Firms Use It 


First this matter of attracting attention. One day 
the Rotary Club in a midwest town was amazed to 
receive a 2-pound box of candy at its weekly luncheon. 
The Western Union boy answered al! inquiries with a 
poker face. Neither the box nor the chocolates had 
any identifying marks. The afternoon papers carried 
a little article commenting ow the anonymous gift to 
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THIS series is written especially for The MANU- 
FACTURING CONFECTIONER by the co-author, with 
Kenneth M. Goode, of “Showmanship in Business,”’ 
the best selling book on advertising and selling in the 
last five years. Mr. Kaufman in this and forthcom- 
ing articles applies the fundamentals outlined in his 
book to merchandising uses in the confectionery in- 
dustry. “Showmanship,” he declares, “will be a 
universal need of merchandisers so long as shows 
are a universal craving of the people who use and 
buy products.’’—Editor. 


the club. Next day, the mayor got a box. Then promi- 
nent citizens—at random. Still no explanation—but 
more and larger news stories. Finally a box of candy 
was delivered to the chief of police who had the mes- 
senger trailed to the High Quality Candy Factory 
where a smiling proprietor confessed to two cops (and 
three reporters) that the candy was his gift—as a 
prelude to a new packaging idea. He thus practica!ly 
owned the afternoon paper—they played it up as the 
“Sweetest Story Ever Told.” He sold more than 
500 packages. Good showmanship—for attention. 

A confectionery distributor advertised that he was 
receiving a carload of 36,000 pounds of candy and 
would give a free sample to anyone who came to the 
station to watch the unloading. He collected such a 
crowd that his samples had to be replenished eight times 
before the unloading was completed. He got plenty 
of attention through good showmanship. 


Showmanship Is Used for Emphasis 


Now for emphasis—and here we reach a type of 
showmanship that’s vastly more profitable. One candy 
manufacturer sponsored a balloon race for children. 
The entry fee was 25 wrappers which could be gath- 
ered from friends. One fine Sunday in June more than 
300 kids gathered at the local airport to launch their 
balloons. Each balloon carried a return postcard tag 
advising the finder that a prize would be given to the 
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Urges Retailers to Meet with A. R. C. 






CONVENTION AT CLEVELAND, MAY 19 TO 21 


WHY should the up and coming 
confectioner attend the Conven- 
tion of the Associated Retail Con- 
fectioners at the Hotel Statler, 
Cleveland May 19 to 21? As one 
of the founders of this Retail As- 
sociation it is but natural that it 
should be very dear to me, as I consider all that it stands 
for and what it has accomplished in the past twenty 
years. 

There is expressed among the members of the ARC 
such a generous, fair-minded and open-mindedness 
that it is no wonder that once these Conventions 
have been attended by confectioners it is difficult to 
keep them away. I know of several retailers who pass 
up their vacations during the Summer months so that 
they can attend these Conventions. 

In the final analysis, practically all the candies on the 
market today were evolved and produced in a retail 
establishment somewhere. It was only through their 
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acceptance on a large scale which brought about and 
set the background for the large factories of today. 

A very instructive and practical program has been 
laid out for the Cleveland sessions. by the executives of 
the Association. The speakers include some very prom- 
inent retail manufacturers. Harold Hayes, a well- 
known retail confectioner of Buffalo, is to conduct the 
candy round table. M. D. Meiss, of Putnam, Inc., 
Cincinnati, will discuss “Christmas Business.” Mrs. 
Julia C. Steven, of Mrs. Steven’s Candy Shops, Chi- 
cago, is to address one session on “Packaging As We 
Practice It.” Elmer G. Wieda leads a debate on 
“Miniature Chocolates,” their cost, their ingredients, 
their assets, and their liabilities. Types of paper and 
color in packaging will be discussed by Jack Stolteben, 
of The Dobeckmun Company, Cleveland. “Licorice 
Homemade Candies” are to be discussed by A. A. 
Lund, of New York City. 

The meetings are always full of informal discussions 
(Turn to page 73) 





boy and girl whose balloon traveled the greatest dis- 
tance. That got attention and had a sales hook. 

One confectioner emphasized a 20th anniversary 
effectively by giving a prize to the customer who had 
the most 1916 pennies. Thus he reminded people of 
the year he started business and emphasized his repu- 
tation and stability. Another confectioner put a huge 
candy box in one of his windows and said that he 
would put the stub of the salescheck from each candy 
sale into the box. He then offered a prize to the per- 
son estimating—most accurately—the number of days 
it would take to fill the box. A good way to prove 
to a community that it was candy-minded. 


Showmanship Appeals to Emotions 


Now for the emotions. All good selling is emotional. 
Appeals to pride, love, fear, etc., are the soundest. 

“The people will buy any paper,” says Hearst, “that 
in addition to giving news reflects their feelings.” 
Feelings! “It’s not the intellect of a juror—nor his 
intelligence that is the important thing,” says Clarence 
Darrow in Esquire. “In fact, deliberation, if it does 
anything, retards decision.” Darrow’s shrewd appraisal 
has saved the skins of many men. Let it save you 
money. Appeal to emotions and feelings. 

The Chessapeake & Ohio Railroad sold night travel! 
by picturing a sleeping kitten. It appealed to sentiment. 
When you consider that in Cincinnati 4,000 men went 
into a Knox hat shop to compete for resemblance to 
Apollo Belvedere, you can see that vanity has not yet 
gone from the United States, nor the earth, for that 
matter. 

One manufacturer appea!s to curiosity with a sales 
contest based on a G-Man theme. He calls it a Search 
for Missing Sales and gives each salesman a quota of 
sales to find. A chart on the wall has a string of 
blank footprints next to each man’s name. As a sales- 
man “captures” the missing customers, his trail of 
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footprints is colored in red—the first salesman to get 
to the end of the trail gets the prize. One candy man 
appeals to humor by putting on a free Punch and Judy 
show each year for the children of his community. 
Another confectioner played on the vanity of his cus- 
tomers when he ran an ad in his local paper with : 
list of names of “prominent hostesses who serve XYZ 
candy.” 

Amos ’n’ Andy, Greta Garbo, Mickey Mouse, Or- 
phan Annie—they don’t appeal to our intellects, d: 
they? Few shows do. Showmanship is essentially a 
great emotional force. Use it for greater profits! One 
distributor created a window display built around the 
fact that Katherine Hepburn—although she eats 12 
Ibs. of candy a week—weighs only 105 Ibs. Stores 
were glad to use the window—it boosted sales. 

To discover the basic elements of showmanship, we 
naturally turn to the great public shows. We turn to 
the movies, stage, radio, sports arenas, circuses, news- 
papers, and magazines. Those are the shows that ex- 
tract billions from the public annually. 

What are the things that all these shows have that 
make “box office,” and how can we turn them into 
“cash register?” Next month we start to name them 
and tell how to use them. We begin with Conflict— 
a basic ingredient of most shows—and give you ex- 
amples of how to use it yourself in selling candy. 

(Acknowledgment is made to Harper & Brothers for per- 
mission to include selections from “Showmanship In Business” 
by Kenneth M. Goode and Zenn Kaufman.) 


FREE TO READERS OF 
THE MANUFACTURING CONFECTIONER 


We have arranged to supply our readers with “THE SHOW- 
MANSHIP YARDSTICK”—a 12-notch list of showmanship elements. 
designed by Mr. Kaufman, for use in checking their showmanship 
practices. Send a self-addressed stamped envelope for your copy. 
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FUDGE AND CARAMELS 






The Reconstruction of Candy Formulae from Analytical Data 


Part II of Series 


*By STROUD JORDAN 
and K. E. LANGWILL 


7 x reconstruction of formulae for hard 
candy and fondant appeared in the March issue of The 
MANUFACTURING CONFECTIONER. They were logically 
considered first since they are the simplest forms of 
confection. It will be recalled that one modification of 
fondant was produced by the addition of dairy butter. 
From this it is but a step to the production of fudge. 
In fact, if butter fat had been added in the form of 
cream, the resulting mixture boiled until sufficient water 
had been removed and the batch properly cooled and 
grained, the product could be called fudge, and 
rightly so. 


Fudge Characteristics 


It is not general practice to add only cream or dairy 
butter to the sugar-corn syrup mixture because the 
cost of the finished confection may be out of line. 
This example is merely given to illustrate the close re- 
lationship between a modified fondant and fudge. The 
fat present in fudge may come from the addition of 
condensed whole milk or the introduction of a vegetable 
or anima! fat. In the production of cheaper goods, 
the whole milk solids necessary to give the desired 
flavor and consistency are sometimes replaced by 
skimmed milk solids and a satisfactory fat, such as 
coconut. From analytical data it can be determined 
whether whole or skimmed condensed milk has been 
employed. 

There is information, however, which the analytical 
data cannot furnish. The amount of fondant which 
has been added to the previously cooked mixture of 
milk, corn syrup, and sugar to set the grain does not 
show up in the analysis. The reducing sugars before 
inversion reported in the analytical data include the 
reducing sugars from the corn syrup employed in mak- 
ing the fondant as well as that called for in the other 
part of the formula. The same holds true for the 
sucrose percentage. y 

Fudge made in the home and that sold as the “Home- 
made™ variety rarely contain added fondant, since the 
batch is usually grained by beating. However, when 
the manufacture of fudge reaches factory production, 
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it is more economical to set the grain by adding fondant 
and thus eliminate the beating process. The amount 
of fondant added for such a purpose varies widely 
but as much as 50 pounds may be employed in a fin- 
ished batch of 150 pounds to insure a quick set fudge. 


Analytical Data 


The data necessary in the reconstruction of a formula 
for plain vanilla fudge may be illustrated by the fol- 
lowing analysis : 


Re Stee gs a rhe 9.16% 
Reducing sugars before inversion.... 16.68 

Reducing sugars after inversion..... 74.13 
RE en dau ice batad ncemahe adeuee 54.58 

ONS ct dn re cu beg be athin Sek one ew oo 5.10 

RN oi eg eg ads atte ay 1.42 

SE REE Serene eka Mere ay pa a 13.28 
Reichert-Meissl value of fat........ 14.3 
Refractive index of fat at 40° C..... 1.4530 


100.22 

Dextrin has been arrived at by polarizing a 10% 
solution which had been fermented according to the 
method given in our previous discussion in the March 
issue of this Journal. Reducing sugars in the same 
fermented solution were also determined so that they 
could be used as a correction factor for the dextrin 
polarization as well as for the estimation of lactose. 
The per cent of lactose obtained by this method, which 
was 1.89%, was then converted into its whole milk 
equivalent by dividing by the factor 0.048 (4.8% being 
the average amount of lactose present in normal whole 
milk). This indicates that 39.37 pounds of whole 
milk have been employed, which figure can be checked 
by calculating whole milk percentage from the protein 
obtained upon analysis. This is done by dividing the 
protein found by the factor 0.034 since 3.4% is the 
average casein (protein) value for whole milk. The 
result, namely, 41.76 pounds, is slightly higher than 
that obtained when the lactose factor was used. This 
is explained by the fact that total nitrogen included 
such other proteins as albumen and gelatin which may 
have been used in frappe or similar whipped products 
added to lighten the batch. Assuming that 10 pounds 
of a No. 1 frappe had been used in each 100 pounds 
of fudge, this would account for approximately 0.06% 
of protein which when subtracted from the total pro- 
tein found leaves 1.36%. Dividing this percentage by 
the factor 0.034, we find that 40 pounds of whole milk 
were employed. This checks more closely with the 
value obtained from use of the lactose factor. An 
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indication of the presence of albumen or added frappe 
is obtained from any appearance of coagulation when 
a water solution of the fudge is boiled. Such a pre- 
cipitate can be: separated and the protein due to albu- 
men can then be determined. 

Further consideration of analytical data reveals the 
fact that all the fat is not due to milk. In the first 
place, 40 pounds of whole milk would carry only 1.6 
pounds of fat, assuming 4% to be the average fat con- 
tent. In the secend place, the Reichert-Meissl value 
of the fat is low. If all the fat had come from milk, 
this value would be approximately 25. The presence 
of coconut fat would tend to lower the R. M. since its 
value is approximately 7. In the third place, the re- 
fractive index of the fat was low for butter and the 
esterification test for coconut oil was positive. Care- 
fully comparing all these data, it would appear that 
the difference between total fat and that present in 
the whole milk employed is due to coconut oil. 

Polarization of a half normal inverted fudge solution 
at 87° C. would be of doubtful value. Such a reading 
would be due to a combination of dextrose, dextrin 
and lactose. Corn syrup can be estimated from the 
percentage of dextrin found by the fermentation 
method (13.28 — 0.43) and is 30.88% in this instance. 
The reducing sugars from this quantity of corn syrup 
would be 11.12% (30.88 x 0.36). This figure plus 
the per cent of lactose (converted into its equivalent 
weight of dextrose) when subtracted from the total 
reducing sugars before inversion will indicate the per- 
centage due to invert sugar, which is found to be 4.31. 


Formula Reconstruction 


Considering all foregoing calculations, a probable 
formula for the fudge will be as follows: 


Pounds 
Naot eh ee ee on cw cise aiceas 55 
RRO Dita oo tou Chere Sa aie ee sledipna 30 
I Si ak i ad eis hw ine dt hialan ae 5 
ane Ss Cole wih anle aaa 446-0 a5 
SESS aS S ap ie a eeepp err ee o weP 40 


Realizing that it is often impractical to add whole 
milk to a fudge batch, the 40 pounds called for in the 
formula may be converted into a corresponding amount 
of whole condensed milk by first multiplying by 0.125 
and then dividing the result by 0.31. For calculation, 
12.5% is assumed as the tota! solids in whole milk and 
the average analysis of whole condensed milk is taken 
as moisture 27%, milk solids 31% and cane sugar 42%. 
In the 16.13 pounds of condensed milk which result 
there would be approximately 7 pounds of sugar. The 
adjusted formula will now read: 


Pounds 
(REE Sy EE i ap eer Cag rea ee 48 
I IR anh och. CEN Es pees oS eanwbewe ye 30 
Invert sugar ...... Ee Ree Renee me PAS, OS 5 
ee oe SAB ctw 3.5 
Whole condensed milk....................... 16 
Modified Fudge 


Vanilla fudge is more often varied by the addition 
of cocoa or chocolate than by any other single ingred- 
ient. This fact is easily recognized by both flavor and 
appearance of fudge offered for sale in most shops. 
The estimation of chocolate is based upon the water 
insoluble which, when divided by 0.326 (32.6% being 


Page 40 








an average insolubles content for bitter liquor), will 
give the percentage of bitter liquor. In addition, bitter 
liquor carries with it approximately 54% cocoa butter 
which must be taken into consideration when calculat- 
ing percentages of added fats. 

The correct estimation of added cocoa is not such 
a simple matter since fat varies greatly in different 
samples, depending upon the amount of cocoa butter 
expressed from the original bitter liquor. Assuming 
that the cocoa powder is of the usual breakfast variety, 
containing from 22 to 24% fat, the water insoluble 
divided by 0.326 and multiplied by 0.60 will give an 
average percentage. The factor for conversion of bitter 
liquor into cocoa powder of 22 to 24% fat content 
is taken as 0.60, since 100 pounds of bitter chocolate 
will produce 60 pounds average of such cocoa powder. 

As in the case of fondant, fudge may also be modi- 
fied by the addition of fruit and nut pieces. The 
method of analyzing vanilla fudge, which has been 
previously discussed, wi!l apply after the nut and fruit 
pieces have been separated. This separation can be 
made by dissolving the fudge in a convenient quantity 
of water, say one-half its weight, and then straining 
out the pieces. To be extremely accurate, these pieces 
should be dried and estimated on a moisture free basis. 
The resulting weights may then be calculated to the 
moisture content of ‘the original fudge. Such a per- 
centage subtracted from one hundred will leave the 
fudge without nuts or fruits and may be used as a 
basis for formula calculation. 


Fudge - Caramel Relationship 


Combining the same ingredients used in making 
fudge but varying the quantities employed, the final 
product may be a caramel. In such a case, the per- 
centage of corn syrup is increased, the sugar decreased 
and considerably more fat and non-fat milk solids are 
to be found. By simply raising the temperature of the 
cook for such a batch, modified toffee may be pro- 
duced from the same ingredients. 

Since information concerning the reconstruction of 
formulae for carame!s from analytical data has already 
appeared in the October, 1936, issue of The Manv- 
FACTURING CONFECTIONER in an article entitled “Qual- 
ity Caramels,” by Talbot Clendening, only a brief 
resume will be given. It will be advisable to refer to 
the origina! article if more complete information is 
desired. 

The analytical data from caramel No. 1 is as follows: 


DR de ae CO ie wie ch ata yb knie 0A 9.98% 
nS GRE CE OER AF PE ee 22.55 
SEES CURSE EES | Peep Sakae a apenas paee 28.22 
NTE eg cienue 16.02 
SRST) 2 ONE SS ane 3.38 
ee ie eS ee ie ee as 0.65 
ee REE PE ORD Se le NO ae Le). 19.93 
ee =e eR A eee 17 
100.73 
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Both lactose and protein values indicate that a whole 
milk equivalent of 100 pounds has been used. The fat 
from such a quantity of milk will be only 4 pounds. 
A positive test for coconut oil was obtained, therefore 
the 16.02% fat as determined was due to a mixture 
of dairy butter and coconut fat. The Reichert-Meissl 
number showed that they were present in about equal 
proportions. Since only four pounds of dairy butter 
would be present in 100 pounds of whole milk and this 
will not account for all the dairy butter found, cream 
or sweet butter have probably been added in addition 
to the milk. The percentage of ash will bear out this 
fact, for one hundred pounds of whole normal milk 
should contain 0.75% and only 0.65% was found. If 
sweet butter or heavy cream had been used, the in- 
creased fat would have decreased the relative percent- 
age of non-fat milk solids, whereas all evidence points 
to the use of light cream. Ash, protein and lactose all 
bear out this assumption. 

Without repeating details of calculation which are 
available in the reference cited, analytical data show 
that a formula suited to produce a caramel such as No. 
1 is as follows: 


Pounds 


CSE 1 aa noe ahi hae We #0 ed PRES aR aeRO 42 
Sweetened condensed milk........ asadi boo athe Park Coane 
SR RMI 8 Lise oe cass ts sys pb din Bp ENE 28 
eA) cas ak. os a da ae ea eeeesae 16 
err ome ir ne a ene See 8 


Milk Types 


Perhaps the most difficult feat to perform has to do 
with the determination of the milk type employed. 
We have powdered whole, powdered skim, and mix- 
tures of the two. We. also have unsweetened con- 
densed (evaporated) and sweetened condensed varieties 
which also are available as skimmed and whole milk 
products. And then we go into the special types where 
the usual sugar and milk solids ratio are changed. 
Instead of finding 42 to 43% of sugar we will find 
30% or even less and the milk solids will have increased 
from a minimum of 28% to a maximum of 50%. Nor 
is this all. We will find some of the compounded varie- 
ties which are not in compliance with Governmental 
regulations sold under special trade names. In these 
products the fat may have been partly replaced by 
coconut or other suitable fat and the sugars found may 
be mixtures of corn syrup and sucrose. All of the 
foregoing modified milk types are to be encountered, 
and then we still have whole milk with full butter-fat 
or one which has been adjusted to a lower ratio. 
Finally we have liquid skimmed milk which may also 
be used in isolated cases. 

In the reconstruction of any caramel or toffee for- 
mula al! these milk types must be kept in mind, and 
the simplest method is to calculate to non-fat milk sol- 
ids and fat. The fat can then be identified by a Reich- 
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ert-Meiss] number and the percentage of dairy butter 
estimated. After this we have our choice of assuming 
that any of the types of milk have been employed and 
in the reconstruction of a formula that type which is 
best suited to individual needs may be used. After all, 
it is the actual percentage of non-fat milk solids and 
the dairy butter employed that give the story. As to 
what condition they were in when introduced is of lit- 
tle moment, except to the candy maker and he can use 
his own judgment in the matter. 

Before closing our consideration of formula recon- 
struction for caramel, a consistency test should be in- 
troduced. After all, the tenderness and body of a cara- 
mel goes far to create consumer acceptance. The con- 
sistency test goes even further than this, for by such 
a determination on a finished caramel batch it is pos- 
sible to check ingredients used and to make such ad- 
justments as may be necessary. The sugar, corn syrup, 
fat, and milk ratio may all be checked in this manner. 
Unfortunately, such a positive test is not yet available, 
although we are experimenting with equipment suited 
to such a determination. It is hoped that we may soon 
complete such tests and, if possible, suggest methods 
for consistency control at the side of the caramel kettle. 


SUMMER PIECES 
Pulled Commercial Caramel 


N THE LINE of Summer candies, a suggestion for 

a commercial item is a pull caramel, which has 
proven to be a very good number. This can be made 
as a wrapped caramel or wrapped caramel kiss. The 
piece is made with the following formula: 

18 pounds sugar 
40 pounds corn syrup 
2% pounds coconut butter 
5 pounds sweetened condensed milk 

Method: Cook the sugar, corn syrup, and coconut 
butter, with water to dissolve, to 250° F. Then add the 
condensed milk and 2 ounces sa!t, recooking to 256° F. 

While this is cooking, place in your tilting kettle or 
dough mixer 10 pounds caramel paste, 74% pounds of 
nougat egg whip, 24% pounds coconut butter, 2 ounces 
vanilla. Mix this well together, and when the first 
batch is cooked, add it to this mixture. Mix thor- 
oughly and remove to slab to cool. When cool enough 
to handle, pull on hook. 

If it is desired to make a caramel kiss, place on the 
kiss machine and finish as a regular kiss and wrap. 
lf vou wish to finish it as a wrapped caramel, run 
through a sizer, cut, and wrap. 


Parisian Nougat 


Wrapped nougats offer a variety of Summer num- 
bers. These are such possibilities as a Parisian nougat, 
which may be made with different varieties of nuts, 
glazed fruits, and assorted flavors and colors. 

These pieces may be offered in various methods, such 
as placed in cups in half-pound package trays that are 
wrapped in cellulose to afford visibility. 

They may also be offered in 5-cent package boats 
or cupped and wrapped in cellulose, with board bot- 
tom. Then as a bulk item they may be individually 
wrapped. Of course, the nougat can also be cut as a 
5-cent bar. 
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INDUSTRIAL HEALTH AUTHORITY DISCUSSES 


SANITATION AND SAFETY 
In Chocolate Work 


*By CAREY P. McCORD, M.D. 


Cnocorate WORK may be carried 
through its various steps, from the arrival of the cacao 
beans at the plant until the finished product is pre- 
sented to the consumer, without sanitary affront to 
anyone. This applies alike to the product as a comes- 
tible, and to the worker as a being subject to harm un- 
der hazardous work conditions. Much chocolate con- 
fectionery is produced under these desirable conditions. 
It is the function of this report, based upon actual 
observation, to describe those conditions and practices 
conducive to the highest degree of sanitation. 

Quite apart from the direct manipulation of choco- 
late in any confectionery, are many secondary consid- 
erations that are of greater importance in relation to 
the sanitation of the product and the hygiene of the 
worker. These conditions are common to all depart- 
ments, and include air conditions, lighting, fatigue, 
dusts, diseases among workers, etc., as examples. It 
is not the intent here to consider the bearing of such 
factors upon the acceptability or unacceptability of the 
conditions of candy manufacture. In other discussions 
full consideration may have been given to these mat- 
ters. 

The confectioner’s responsibility for sanitation and 
safety, with reference to chocolate- work, begins with 
the arrival of the cacao beans upon his premises. Nat- 
urally, this does not apply to the large number of con- 
fectioners who do not roast their own beans. Their 
responsibility begins with the arrival of chocolate in 
slab form. Some responsibility, in either case, exists 
for the procurement of cacao materials that are satis- 
factorily edible, in terms of inherent chemical qualities. 
However, sanitation is little involved in the many com- 
plex, technical problems growing out of the different 
sources and types of beans. 


Storage of Cacao Beans 


Cacao beans are likely to be infested with some 
stage of the life cycle of the cacao or other moths. In- 
spection and treatment at the port of entry is no guar- 
antee that the storeroom wil! remain free of this 
troublesome pest. English experience with cacao and 
chocolate pests has led to the following summary by 
Noyes: 

“1. The chief pests of cocoa and chocolate are the Pyralid 
moths, EPHESTIA ELUTELLA (cacoa moth), E. KUHNI- 
ELLA (Mediterranean flour moth), E. CAUTELLA (fig 
moth), and PLODIA INTERPUNCTELLA (Indian meal 


moth). 
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% IN the making of chocolate confections, and in 
the preparation of the chocolate fraction, sanitation 
is simplicity itself, and may be reduced to the one 
phrase—" cleanliness of materials, handlers and 
containers.” 

If the machines in which chocolates are rolled, 
conched, milled, temperatured, coated, moulded, etc., 
are subjected to cleansing processes,—and if neces- 
sary human contact is carried out with cleanliness,— 
it may be said in truth that chocolate materials have 
been produced under sanitary conditions. 

No ingredient likely to enter chocolate is in itself 
unsanitary. If, however, infested cacao beans are 
utilized, if unwholesome cocoa-butter substitutes are 
employed, if scrap or returned materials are worked 
over, any or all of these ingredients may lead to an 
unsanitary product. 

Of far greater importance than cacao, cocoa, or 
chocolate, is the environment in which these mate- 
rials are manipulated: the cleanliness of the worker 
and his garments, the condition of the respired air 
as to temperature and humidity, air motion, etc., the 
presence of a possible carbon monoxide hazard in 
the roasting of cacao, and the heating of chocolate, 
etc..—but most of all, the training and attitude of the 
workers with respect to the maintenance of sanita- 
tion in every step of chocolate production. 


2. Beans are infested before arrival at the factory, this 
infestation commencing on the plantation and increasing dur- 
ing the various stages of transit to the factory. The docks 
in particular, may be the most important source of infesta- 
tion owing to the fact that there fresh consignments may 
be brought into direct contact with much older consignments 
already heavily infested. 

3. The steps recommended for factory use are: 

a. General cleanliness in all parts of the factory, avoidance 
of dead spaces which offer opportunities for breeding 
and pupation, removal of all waste materials, constant 
sweeping, frequent whitewashing, and distempering, etc. 

. Heat treatment of beans on arrival at the factory and 
subsequent storage where they will not be liable to re- 
infestation. The heat treatment to consist of subjection 
to a temperature of 60° C.-65° C. for a time dependent 
on quantity of beans. 

. The use of traps in the factory in order to keep down 
the numbers of stray moths. Such traps may consist 
of vinegar and syrup. 

. The protection of all finished goods by means of fine- 
mesh materials so far as possible. 
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4. No insect life survives either roasting or any stage of 
manufacture in which the chocolate is in a molten condition. 

5. Although parasites exist which prey on the larvae of 
these moths, it is not considered that extermination by means 
of them would be practicable .. .” 


This may be supplemented by additional items, as 
now follow: 


1. Limit the stocks of beans to current needs. 

2. Roast or heat treat, soon after arrival, all of the beans 
in the consignment. (This is not essential, however, if the 
storage room is kept clean and free of moths.) 

3. Isolate the storage of cacao beans from all other stored 
materials requiring no roasting or other heat treatment. This 
means the establishment of a complete barrier. 

4. Carry into the roasting room only such supplies of beans 

as may be immediately subjected to heat; otherwise the nuts 
disinfested by heat may be reinfested and endless trouble 
inaugurated. 
_5. Procure gaseous disinfestion with suitable materials. 
Contact with cyanides will kill all forms of this type of insect 
life, but in piled—up masses penetration is not assured. 
_6. Sprayed disinfectants may be helpful. Again penetra- 
tion is not assured. Flying forms are perhaps more readily 
dispersed by this procedure. Some odoriferous sprays may 
impart to chocolate an unwanted flavor. Many sprays are 
made by leaching out pyrethrum with kerosene, and other 
hydrocarbons. Contact with such mixtures may lead to 
dermatitis. 

7. Completely and promptly destroy all waste materials 
that have been in contact with untreated beans. This includes 
bags, condemned lots, pickings made prior to roasting, etc. 

In addition to the foregoing enumerated items, with 
respect to protection of cacao beans in storage, the fol- 
lowing items may be found of value: 

1. The storage of beans under conditions of high humidity 
and temperature will eventuate in the growth of molds, with 
subsequent damage to the nibs. Molds grow at practically 


any temperature above freezing, but higher temperatures 
facilitate growth. 


A humidity of 80% is the upper limit of acceptability 
for storage purposes, and no dead air should be allowed to 
surround stores of cacao beans. 

3. Good daylight is highly desirable, as the moths will not 
propagate so readily under well lighted conditions. 

4. Metal parts in the storeroom for cacao beans are prone 
to become corroded, due to the action of organic acids orig- 
inating within the beans themselves. This prompts the elim- 
inating of lead flashing, lest the products of corrosion come 
in contact with the beans and lead to wholesale contamination. 

5. Cold storage inhibits the development of moth grubs, 


but it may not be said that this method entirely eliminates 
this hazard. 


Roasting the Beans 


Prior to roasting, it is a frequent practice to sort 
over the beans by hand picking, and possibly by win- 
nowing. This process may be a very dusty one, as 
some beans are deliberately coated with a finely pow- 
dered clay. Vegetable dusts arising from picking and 
winnowing, etc., are essentially harmless. Mineral 
dusts are harmful in proportion to their content of 
silica. Very rarely lead or arsenic dusts may be pro- 
duced in harmful quantities. Generally speaking, dust 
and sand do not exceed 0.3 per cent of the total weight 
of the bag material. 


In times past, ground up cacao shells have been 
used as food for stock. On severa! occasions disaster 
took place, owing to poisoning from some content in 
the shells, presumably an alkaloid. In one report it 
is noted that 70 army horses died in one lot, as a result 


of such feeding. On purely theoretical grounds it 
might be assumed that prolonged intake of dust in 
respiration might be harmful. No practical danger is 
known to exist. 

The temperature employed in bean roasting is vari- 
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able, but is not often less than 250° F. This intro- 
duces a heat hazard for the worker, in the absence of 
hoods and other ventilating devices. Much roasting 
is done by gas burners directly in contact with roast- 
ing chambers. Not always are conduits provided for 
the removal of products of combustion, and carbon 
monoxide poisoning may readily be produced. After 
roasting and cracking, further hand picking and win- 
nowing is necessary. The same hazards earlier men- 
tioned persist, with a probable increase in the vegetable 
dusts, which, however, are not important. 


The Production of Chocolate 


Up to this point the word “chocolate” has not been 
used. It is proper to speak of “chocolate” only after 
roasting of the cacao bean has taken place. The 
chemical changes thereby produced warrant the shift 
in terminology. However, “chocolate” is commonly 
described as “the combination of these roasted kernels 
with sugar, flavoring extracts, etc.” A typical combina- 
tion for chocolate is: nibs 32.6%, sugar 49.0%, and 
supplemental cocoa-butter 18.4%. “Cocoa” is neither 
“Cacao” nor “Chocolate.” It is the product obtained 
by expressing from the roasted cacao beans the greater 
portion of the oily content (cocoa-butter or oleium- 
theobromatis ). 

Although some cocoa is used in the candy industry, 
the amount is relatively small and does not warrant 
extended comment here. 

The fluidity of chocolate largely depends upon its 
low melting point oil content. Some especial require- 
ments for chocolate necessitate the addition of above 
normal amounts of oily material. In other words 
cocoa-butter extracted in the making of cocoa may be 
added to chocolate for thinning purposes. This, at 
once, ovens up channels for the substitution of other 
less desirable fats, such as Borneo tallow, shea-butter, 
coconut stearin, palmnut stearin, etc. It is doubtful 
that any substitute for cocoa-butter is superior to that 
substance, although coconut fat, after the removal of 
the major portion of the olein is highly regarded as 
a substitute. Cocoa-butter does not readily become 
rancid, but many of its substitutes become rancid so 
readily as to quickly spoil any chocolate employing 
its use. 

Starting with the roasted nibs, sugar, with or with- 
out additional quantities of cocoa-butter or its substi- 
tutes, chocolate, prior to use for coating or for form- 
ing into bars or other shapes, is subjected to a long 
series of manipulations. The nibs are finely ground 
in buhr or steel mills. Such grinding is ordinarily 
done in a series of three mills, each reducing the size 
of the particle. For sanitary reasons the steel mills 
are preferable to the stone ones, in that it is often noted 
that the lives of such millstones may be less than three 
months. Obviously, the disintegrated particles become 
incorporated in the chocolate produced. The only san- 
itary problem arising at this stage of chocolate making 
centers about cleanliness and mechanical safety. The 
cleaning of grinding mills is most difficult owing to 
inaccessibility. Only by the separation of the two 
wheels, whether they be steel or granite, may complete 
cleansing be carried out with water, live steam, etc. 

This step may be followed by further grinding in 
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a melangeur, of which there are at least two basic 
types, with many variations in the product of individ- 
ual manufacturers. The commonest type of melangeur 
consists of a revolving circular bed, placed down into 
which are two stone rolls motivated by contact with 
the bottom of the base. Chocolate materials, after pre- 
liminary grinding, are further distintegrated and 
brought into smoothness by the action of this me- 
langeur. Here again the only sanitary problems in- 
volved are those of cleanliness and mechanical! safety. 
Cleaning of the melangeur is easy, as all parts are 
readily accessible to contact with water, live steam, etc. 
This machine is a dangerous one mechanically. The 
heavy revolving wheels may not easily be guarded. 

It might seem that the manipulation already carried 
out would have reduced chocolate materials to com- 
plete disintegration. Such is not true, and no solution 
of chocolate is ever made. The final product is always 
a suspension of solid particles in cocoa-butter or other 
fats. The smooth velvety taste of chocolate demanded 
by the public is only obtained by several other processes 
yet to be described. The first of these is roll grinding. 
In this work chocolate materials picked by rolls are 
broken down by passage through successive pairs of 
rollers. These rollers may be steel, porcelain or stone, 
and may be placed in close apposition. The relative 
speed of the rollers in apposition largely determines 
adherence. Chocolate may, therefore, be carried on 
successive rollers from the bottom te the top of a 
series, or vice versa. . Here again sanitary problems 
are limited to protection of the product in terms of 
cleanliness. Contamination with lubricating oil is, ob- 
viously, unwanted. Granite rollers, now little used, 
gave off grit to the product, and so were abandoned. 
These machines may be subjected to the action of hot 
water or live steam, and all traces of chocolate or 
effete materials may be removed from the rolls with- 
out damage to the machinery. 

Some opportunity is provided for the drawing of 
hands between the rollers. Hot water piping, con- 
nected with these machines for the procurement of 
warmth, may lead to burns. 

At a still later stage, chocolate preparations are 
“Conched.” This step is a further one in the reduc- 
tion of chocolate materials toward fluidity and homo- 
geneity. The essentials of a Conch are—a large tank 
which may be artificially heated by steam or hot water, 
in which is a roller that plies back and forth continu- 
ously, stirring up by to and fro motion all portions of 
the chocolate mass. Conching may be continued for 
two or three days, although shorter periods are often 
sufficient. The temperature ordinarily ranges between 
150 and 190° F., with milk chocolate requiring prac- 
tically no increase in room temperature. 

Many complex technical problems arise in connec- 
tion with chocolate rolling, melangeuring, conching, 
etc., and the success or failure of a confectionery enter- 
prise often rests with the successful conduct of these 
operations in the chocolate department. Important as 
these are technologically, sanitation is little involved 
beyond the point of ordinary good housekeeping and 
scrupulous cleanliness of the containers of chocolate 
from step to step. Between each batch of conched 
material, it is highly desirable that the entire machine 
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be subjected to cleansing. It is granted that the batch 
of material that may just have left the machine may 
have been perfectly clean, that the new materials 
ready for conching are likewise clean, but no less the 
cleansing between each batch, of all parts of the 
machine coming in contact with the chocolate material, 
is essential. 


Chocolate Coating 


Chocolate coatings that have undergone the various 
processes just described may have been designed for 
coatings for centers, for shell work, for moulding into 
bars or other shapes. The final use to be made of 
the chocolate necessitates extensive variations in 
formulation and manipulation, but no knowledge exists 
that requirements for good sanitation provide any vari- 
ation in the preparation of different kinds of chocolate. 

The application of coating may be done by hand, 
by machine, or by a combination of the two processes. 
By custom, fine candies are coated by hand, in the 
belief that the appearance obtained is _ superior. 
“Stringing” has been considered by many as a manual 
art not amenable to duplication by machinery to the 
same degree of success. Of course decorating ma- 
chines are being used extensively for a certain class 
of volume production. The public, however, has been 
educated to value hand dipped chocolates as superior 
to machine dipped—and as a result of this fictitious 
value, hand coating continues. This process leads to 
more intimate contact with human parts than at any 
other step of chocolate manufacture. Coming as one 
of the final steps in chocolate manufacture, opportunity 
is provided for contamination with whatever yeasts, 
bacteria, molds, etc., that may reside on the hands 
of coaters and finishers. The objections to hand 
coating are, however, largely esthetic rather than 
practical. 

Coating or enrobing machines coat a!l portions of 
the centers with chocolate, without the necessity of 
any human contact during the process. Centers are 
commonly placed on an endless belt, and are conveyed 
to the coater, where they are mechanically transferred 
to wire belting, providing opportunity for the coating 
of the under sides as well as all other portions of the 
unit. A cascade of liquid chocolate pours over and 
encases the center pieces. The excess coating drains 
into underlying containers and returns to the circulat- 
ing ladles. The now coated centers pass from the 
wire belting to a conveyor belt. The coated chocolates 
are then conveyed through a cooling tunnel for solidi- 
fication and into a cooling room. Storage for a period 
of time may take place, but chilling may be so rapid 
as to permit of almost immediate boxing or wrapping. 

From a sanitary point of view the coating machine 
offers many difficulties, but always these are limited to 
the one fundamental of ordinary cleanliness. Even in 
the best of candy factories, coating machines are likely 
to be unsightly, smeared with chocolate, and so com- 
plex as to be little adaptable to ready cleaning. The 
highly developed coater, with its pumps, belts, gears, 
etc., is cleaned only with the greatest difficulty—which 
in practice may mean that the machine in sustained use 
is too infrequently cleaned. It is the thesis of this 

(Turn to page 64) 


THE 





MANUFACTURING CONFECTIONER 


IF THE SALESMAN FAILS— 


WHY BLAME THE BUYER? 


Some Observations on Selling the Big Ones 


*x*By CONRAD SPOEHR 


HE old adage “Well bought is half sold” is as 

true today as ever. Then, why should we salesmen 
feel that we should “pin some- 
thing” onto the buyer for not 
being able to see the purchasing 
value of the product we wish 
to sell? There really is no dif- 
ference in the fundamental 
analysis between merchandising 
and selling, as in their simplest 
forms they mean “the proper 
presentation of right ideas.” 
Therefore, by the same token, 
if the article to be sold is right, 
there can be no inequality he- 
tween demand and supply. 

As my mind’s eye scans the 
many outstanding candy items, 
[ fail to see that candy pieces 
of real merit ever went begging 
for long, as many of our nation’s candy buyers have 
developed their work of selecting merchandise into a 
fine art. 

Salesmen are sometime prone to think that all the 
buyer does is to sit back and say “Yes,” or “No,” but 
have the “Knights of the Road” ever considered what 
an enormous responsibility our candy buyer friends 
have? Consider that these men must make decisions 
on purchases which run anywhere from $5,000,000 to 
$20,000,000. 

One large national chain syndicate decided a few 
years ago to feature candy—and “better” candy. The 
results were amazing and most gratifying until some 
of the candy manufacturers started to chisel prices. Un- 
daunted, this firm has persisted in demanding candy of 
a higher standard and has always had a welcome for 
the salesman who has something new or better to offer. 

In the course of their interviews with representatives 
of various confectionery plants, some candy buyers have 
come to know so much more about candy and how it is 
made than the average salesman that many buyers pre- 
fer to negotiate with the heads or executives of the 
manufacturing firms. These contacts have had another 
effect of creating a rapport which has proved of benfit 
to seller and buyer alike. Some interesting and mu- 
tually beneficial friendships have been established. In 
one instance one of the buyers of a big national syndi- 
cate chain takes occasional long trips to spur on to better 
candy efforts these manufacturing friends. 

Another fine friendship has been brought about be- 
cause one large candy firm wisely sent its production 
manager to contact a certain buyer and help this man 
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develop a candy analysis technique. Over a period of 
many years this assistance has not been overlooked or 
forgotten. 


Is the Buyer Always Right? 


No. decidedly no, but they are so often correct in 
their judgement that the hard pressed seller may well 
reconstruct his selling technique. Of course the human 
element enters frequently. I know one buyer who for 
15 years reviewed the salesmen’s message through a 
little opening in the office partition. It is small wonder 
that this buyer and his firm have passed out of the 
picture. 

Another buyer whom | knew always made it a point 
to show special consideration to salesmen, especially if 
he had to turn them down. As a result of this practice 
he got many a tip from the salesmen on what was going 
on in the candy field, and although this man has been 
“gone to his fathers” for 25 years, he is still mentioned 
with loving respect by some of the oldsters who knew 
him. 

There are, of course, instances where buyers will 
pass up certain items because of a personal prejudice 
which they may have acquired, as we all acquire cer- 
tain prejudices, through some peculiarity or some un- 
usual condition which may have happened years ago. 

There is the buyer of one large retail chain who 
consistently turned down the purchase of jelly or gum 
drop candies because many years ago he pulled out a 
dental inlay, and thereafter he never seemed to be able 
to overcome his prejudice against those candies. This 
man wanted more business for his large chain of stores. 
He needed some items for the summer months and al- 
though the best salesmen in the country tried to sell 
him, or rather unsell him on his prejudice, they never 
succeeded. The management of this firm is still won- 
dering today why they lose during the summer months 
about all the profits they make the first four months of 
the year. 


How Some Salesmen 
Sell the Big Buyers 


I have known salesmen to rave and cuss because they 
could not break down the sales resistance of a certain 
buyer, even after they had called on him for perhaps a 
year. Yet, there are hundreds of salesmen all over the 
country who are not discouraged, despite their having 
made regular calls on a customer over a period of five 
or ten years. I am sure, however, that there will always 
come a time when perseverance and honesty of purpose 
will win out. The very men who are impatient that 


(Turn to page 94) 
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SALES TRENDS OF 
Confectionery Reveal 
Lagging Prices 

Dollar Value, Tonnage Shown on Opposite Page 


A GRAPHIC picture of the trend of confectionery 
sales in dollars value and poundage since 1925, 
as shown on the opposite page, was released in the 
April Information Bulletin of the National Confection- 
ers’ Association. It clearly reveals how prices have 
failed to keep pace with tonnage. 

A study of the chart demonstrates that in 1925 the 
wholesale sales volume of the industry was approxi- 
mately Three Hundred Eighty Million Dollars ($380,- 
000,000) while the tonnage was approximately One 
Billion Three Hundred Seventy Million (1,370,000,- 
000) pounds. In 1929 the dollar volume was approxi- 
mately Three Hundred Ninety-five Million Dollars 
($395,000,000), while the tonnage was approximately 
One Billion Six Hundred Eighty Million (1,680,000,- 
000) pounds. Then both sales volume and poundage 
dropped, until in 1933 the sales volume reached the 
low mark of approximately Two Hundred Ten Million 
Dollars ($210,000,000), while the poundage was One 
Billion Four Hundred Million (1,400,000,000) pounds. 

In 1935 the dollar volume had increased to Two 
Hundred Sixty “Million ($260,000,000) while the 
poundage had sharply moved upward and reached ap- 
proximately One Billion Seven Hundred Million 
(1,700,000,000) pounds. 

In 1936 we find the dollar volume to be Two Hun- 
dred Eighty Million ($280,000,000), while the pound- 
age had far exceeded that of 1929 and reached approxi- 
mately One Billion Eight Hundred Thirty Million 
(1,830,000,000) pounds, which is an increase of One 
Hundred Fifty Million (150,000,000) pounds above 
that of 1929 and a decrease in dollar volume of One 
Hundred Fifteen Million Dollars ($115,000,000). 

The release concludes with the statement that “this 
appears to be a rather unsound price basis. This con- 
dition is due to an absolute lack of confidence and lack 
of sound cooperation between the members of the in- 
dustry. Other industries solve their problems by fre- 
quent meetings, frank, fair and open discussions and 
the employment of sound logic in the improvement of 
their general business condition.” 


Package Goede Sales Gain 
13 Per Cent in 1936 


ALES by candy manufacturers during 1936 of the 
higher-priced class of confections consisting of 
boxed chocolates and other boxed candies were 11 per 
cent higher in poundage and 13 per cent higher in 
value than during 1935. These figures are based on the 
combined reports of 308 manufacturers, representing 
about 70 per cent of the industry, according to F. H. 
Rawls, Chief of the Commerce Department’s Food- 
stuffs Division, the unit which compiled the data. 
This group of 308 firms sold 131,000,000 pounds 


MAY, 1937 


of packaged confectionery, exclusive of 5- and 10-cent 
items, at a manufacturers’ invoice value of $32,175,000 
during 1936; compared with sales of 118,275,000 
pounds valued at $28,430,000 in 1935. 


Of the 1936 total, 117,025,000 pounds, valued at 


- $22,750,000, consisted of “plain-package goods,” items 


packed to retail at less than $1 per pound; and 13,975- 
000 pounds, valued at $9,425,000, consisted of “fancy- 
package goods,” boxed candies packed to retail at $1 
or more per pound, it was stated. 

Average value per pound of plain-package goods 
(manufacturers’ invoice value) increased from 19 to 
19.4 cents from 1935 to 1936, whereas the average 
value per pound received by manufacturers for fancy- 
package goods declined from 68.7 cents in 1935 to 67.4 
cents in 1936, according to the Commerce Department. 

This report is based on figures from the 1936 Survey 
of Confectionery Production and Distribution. The 


complete report will be published in the latter part 
of May. 


Candy Sales Up 11.6 Per Cent 
During First Quarter of 1937 


SALES of confectionery and competitive chocolate 
products combined during the first three months of 
1937 were 11.6% larger than those for the first three 
months of 1936. Sales of manufacturer-wholesalers 
were $50,000,000 or one-sixth larger during the first 
quarter of 1937 than the same period in 1936. 

Sales of competitive chocolate products continued 
in March to be smaller than in March, 1936, and were 
down 12% on the quarterly comparison. In March, 
manufacturer-retailer sales more than doubled those 
of March, 1936. 


Burger Talks on Fair Trade Acts 

MAX F. BURGER, secretary of the N. C. A., ad- 
dressed the Ohio candy manufacturers in Columbus 
the latter part of April upon the legislative prob- 
lems facing the industry. He reviewed the National 
Labor Relations Act of 1935, the Social Security 
Act, the Robinson-Patman Price Discrimination 
Law and the State Fair Trade Acts. Thirty-three 
states now have State Fair Trade Acts, while eleven 
more states have pending Fair Trade Bills. 

In referring to the Fair Trade Bills, Mr. Burger 
said : 

“In substance these statutes are pretty much the 
same. The United States Supreme Court has up- 
held the California and Illinois Laws. The Miller- 
Tydings Bill is now pending in Congress, which 
proposes to legalize Resale Price Maintenance Con- 
tracts between manufacturers and their distribu- 
tors in any state in which fair trade acts are in 
effect. These laws will confront manufacturers 
with new problems. Wholesalers and retailers may 
have an incentive to organize and demand resale 
price maintenance contracts with their sources of 
supply on commodities bearing the trade-mark, 
brand, or name of the purchaser. They may refuse 
to purchase goods from producers who refuse to 
enter into such contracts. This will make it neces- 
sary for manufacturers to make and maintain closer 
contacts with their competitors, which can only be 
established through a trade association of compe- 
tent leadership.” 
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BRACH'S CREDIT MANAGER SAYS 


SALES—CREDITS 


*By I. R. WAGAR 
Credit Manager, E. J. Brach & Sons, Chicago 


National Chairman, Confectionery Manufacturers’ Group, Credit 
Congress of Industry, 42nd Annual Convention, National Associa- 
tion of Credit Men, Stevens Hotel, Chicago, June 21-24. 


UCH has been written about why the credit man- 
ager should be sales-minded, and there is consid- 
erable yet to be written. 

Unless the credit manager is 
sales-minded, he has no place in 
the credit profession today. If 
he is too much so, he is not up- 
holding his position. Obviously, 

a happy medium between the 
two should bring about the best 
results. 

The credit manager should 
co-ordinate his work with that 
of the sales department, and be 
helpful in every way he possibly 
can, Customers’ accounts should 
be reviewed at frequent inter- 
vals, to determine if the maxi- 
mum amount of sales is being LB. WAGAR 
obtained for the credit possibilities of the account. This 
information should be reported to the sales director, 
together with the names of those customers who have 
not purchased recently and whose credit line is not be- 
ing used. This is constructive work on the part of the 
credit manager, and he should solicit the help of the 
sales director, in selling and encouraging profitable 
sales. 

Regardless of the insistency, or the pressure that is 
sometimes brought to bear by the sales department, the 
credit manager should thoroughly investigate all risks 
before they are accepted. It should be determined if 
they have the ability and capacity to pay according to 
terms, before he invests his company’s capital in ac- 
counts receivables. Otherwise, the working capital of 
the firm may be tied up in slow accounts, thereby pre- 
venting the necessary turnover, so that advantageous 
purchases can be made. Also, there is the possibility 
of bad debts, which would take a good many profitable 
sales to make up. Experience has proved that it is 
much more sound and profitable to spend money for 
credit investigations before accepting risks, than to pay 
attorneys’ fees afterwards, in the collection of accounts. 

If the risk is undesirable, the sales manager can 
usually be convinced when the facts are properly pre- 
sented to him. As a rule, he is also interested in 
profitable sales. It is just a question of convincing him 
that every effort has been made to accept the risk but 
from the facts it is the credit man’s judgment not to 
do so. Every possible effort should be made to pass 
orders and not turn them down for it has long been 
recognized that the intermediate object in credit man- 
agement is the achievement of a maximum of sales and 
a minimum of losses. 
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ARE ALLIED 


The credit department is the chief ally of the sales 
department and it is an important function in almost 
every business. Management has gradua!ly been chang- 
ing its viewpoint on credit, its importance to profits in 
the business, and how a business must proceed on sound 
credit principles if it is to have a long and useful his- 
tory. 

The credit manager today is playing a more impor- 
tant part in management than ever before. He must 
have a thorough understanding ot our present modern 
credit problems, and awaken to the responsibility for 
future success and stability resting upon credit men. 
There is a tremendous need for greater effort and ac- 
complishment in the field of credit. 

During any recovery period, we find sales, inven- 
tories, and accounts receivables increasing, which is a 
natural trend. However, there is also a tendency to 
over-expand, and unless the proper or required turn- 
over and margin is maintained, liabilities will increase 
out of proportion. This reduces working capita! and 
results in an unsound current condition. Every credit 
man is faced with this problem today, and careful 
analysis of all risks is necessary. Are we prepared 
and equipped to meet these situations and make our 
profession more valuable to the sales department, and 
also to management in general ? 

Such problems will be discussed and abundant in- 
formation obtained by attending the Credit Congress 
of Industry, being held in connection with the 42nd 
Annual Convention of the National Association of 
Credit Men, at the Stevens Hotel, Chicago, June 21-24. 
This is actua!ly a college of liberal education, attended 
not only by thousands of members of local associa- 
tions but by members of groups and industries from 
all parts of the country—from New York to Seattle— 
and from New Orleans to Duluth. 


March Employment, Payrolls Gain 


BASING computations of employment on the 3-year 
average 1923-25 as 100%, confectionery employment 
for March, 1937, was 78.2% as compared with 75.1% 
for March, 1936, according tc the Department of Com- 
merce. March, 1937, employment was 1.2% lower than 
February of this year. 

Confectionery pay rolls on the same basis was 75.2% 
for March, 1937, as compared with 67.9% for last year. 
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Packaging Headquarters 


A Visit to Studios of Ernst A. Spuehler 
H' IW AND WHERE a modern candy packaging de- 


signer produces sales winners may be visualized 
from this pictorial visit to the new studios of Ernst A. 
Spuehler, one of the outstanding package designers of the 
country, who is packaging consultant for The MANUFACc- 
TURING CONFECTIONER. A number of candy packages are 
seen in the accompanying photos of his studios at 540 
North Michigan Avenue, Chicago. Mr. Spuehler is 
shown designing a package for E. J. Brach & Sons, for 
whom he is package designer. Mr. Spuehler has a back- 
ground of notable accomplishment in package designing 
in America and Europe. He has won a number ot na- 
tional awards. He recently redesigned the wholesale line 
of Marshall Field & Co., and is now retained by Swift & 
Co., among other outstanding firms. He is also a member 
of the Packaging Clinic Board of this publication. 























A Year's Progress 


HE 54th Annual Convention of the National 
Confectioners’ Association is at hand, with a re- 
newed spirit of vigor predominating throughout the 
organization. Indications point to a large attendance 
at the convention and exposition, as unquestionably 
an era of improvement in the candy industry has begun 
to manifest itself. We believe that a feeling prevails 
generally that the N. C. A. has struck its stride; that 
better days are ahead for the association; that it will 
continue to grow as an agency of service to the industry. 
Much has been accomplished im the past year toward 
further developing a coordinated industry. The ad- 
ministrative staff and scope of service were strength- 
ened following the last convention by the appointment 
of a full-time Executive Vice-President—A. M. Kelly. 
Thus the well-selected President Tom Payne and en- 
terprising Secretary Max Burger were able to carry 
on their functions more effectively. 

Steps have been taken toward the further evolution 
of a program keyed to the fundamental problems of 
the industry and prepared on the basis of effective 
trade association operation. As this issue went to 
press, it was with considerable gratification that we 
received from President Payne a letter containing the 
editorial page of the June, 1936, issue of The Manu- 
FACTURING CONFECTIONER, which we had devoted to 
a discussion of factors involved in an industry pro- 
gram. Sections of the editorial were underlined. In 
handing the page back to us at the end of the year’s 
term, the President declared that the article had “served 
its usefulness.” He continued, “I thought you would 
be interested in knowing that the editorial had been 
carefully read and some steps had been taken to ac- 
complish some of the things mentioned in this edi- 
torial.” 

During the past year, commendable work has been 
done on some of the industry’s external problems, prin- 
cipally those concerned with taxes and legislation over- 
burdensome to confectioners. 

In dealing with the major problems within the in- 
dustry, perhaps the most outstanding progress has been 
made in analyzing the difficulties of the distribution 
system and outlining a course of action. The Jobbers’ 
Relations Committee has functioned admirably in this 
capacity. Its recommendations will be submitted to 
the convention. Representatives from the various types 
of distributors will also be heard in a day devoted to 
distribution. 

As a result of the concerted efforts of the associa- 
tion officers and regional chairmen, together with the 
support of numerous others who have long advocated 
cooperation, the greatly needed attitude of “industry 
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mindedness” is pervading the ranks of the manufac- 
turers. After experiencing the effects of the depres- 
sion and demoralized prices, they are beginning to real- 
ize that the individual is directly and inescapably af- 
fected by the conditions prevailing throughout the whole 
industry. If this continues, we shal! see more support 
of industry enterprises. 

The program scheduled for the convention reflects 
all of these encouraging factors. From both the angle 
of discussions on factory problems and the industry as 
a body of manufacturers, the program is exceptional. 
It deserves the attendance of all manufacturers or their 
representatives. 


Public Relations 


HE confectionery industry should have a_ public 

relations program and set-up which would effec- 
tively deal with all phases of consumer education upon 
the candy industry and its products. Misinformation 
regarding the health value of candy is still exerting a 
detrimental influence on the sales of confections. And 
this wil! continue so long as the industry fails to meet 
the situation by disseminating the truth to the public. 
Immeasurable value to the industry could be accom- 
plished by adopting modern means for this purpose. 
Sales could be stimulated in all lines, and all manufac- 
turers would profit. 

Many industries are now carrying on successful in- 
dustrial relations programs. The brewing industry !ast 
month formed the United Brewers Industrial Founda- 
tion for this purpose, as indicated in its announcement 
at a luncheon to which numerous business leaders were 
invited. The objective is “to create a central authori- 
tative source through which the brewing industry may 
interpret itself to the public, and through which the 
changing desires of the public may be transmitted to 
the nation’s brewers.” 


Visit the Exposition 


HE Exposition of the supply field, to be held con- 
current with the N. C. A. Convention, is a sell- 
out this year, and promises to be better than ever. 
The trophy to be awarded the best exhibit has stimu- 
lated even more interest in display effects, and it has 
been a matter of wide comment that in the past several 
years the exhibits have been more attractive each year. 
We urge the manufacturers to give the exhibitors 
their due consideration. It will be worth while to visit 
each booth during the ample time available during the 
five-day exposition. The latest developments in modern 
materials, equipment, and supplies wil! be shown 





THE MANUFACTURING CONFECTIONER 








You can’t sell buggies in a streamline age! 

















We sell the newest thing for Bulk Candies— 
Pectin —These new bulk goods mean profits 


Sure, times are better. People are buying. Happy 
days are here again. But—are you yetting your 
share of the new dollars that are rollin specifi- 
cally—in your Jelly Goods line? Some oft the boys 
are—with Pectin—and here’s why: 

If you want to profit now, dress up your line with 
new merchandise. People aren’t interested in buyin 
the same old stuff they ve had ever since the tari 
War. That’s why there are new model automobiles 
every year—why the railroads run streamline trains. 

Pectin goods are new. Clear, sparkling, colorful 
—they have new eye-appeal. Tender, tangy, delight- 
fully boas to eat. They give a new taste thrill. 
They're the kind 1937 oul buyers like and will 
pay for. 

And best news of all—they keep ur costs down. 
Exchange Citrus Pectin, world’s host for confec- 
tioners, is selling today at lower prices. It’s easy to 

handle, sets eolaay: You geta day's run outina day. 
Requires no drying room. Longer shelf-life, too. 

Send for free sample. Don’t take 
our word for it. Prove it for your- 
self. Use coupon—today! 


be 


| Products Department, Sec. 205, Ontario, California 


We accept your offer to send us a generous sample of Exchange Citrus 
Pectin and formulas, together with complete instruction manual. 


Company 





Street 
City 
| Mark for ion of __ 











| 





{Conve 1937, California Fruit Geoweesl Exchange, Poadeats Depar t 
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IVE 
DISCOVERED 
SOME GRAND 
NEW CANDY. 

| HAVE SOME ? 


—~ 
OH, IT'S THAT 
NEW KIND MADE 
WITH EXCHANGE 
) CITRUS PECTIN 
| -JUST LIKE JELLY 
| “IT'S MARVELOUS 


> 





"? 


_— 
Loday.. 
They want something , 6 
NEW! 


ia tudxeae 


o& CITRUS PECTIN for 
“5 CONFECTIONERS 


PRODUCTS DEPARTMENT 
CALIFORNIA FRUIT GROWERS EXCHANGE 


189 W. Madison St., Chicago, Hl. Ontario, California 99 Hudson St., New York, N, Y. 
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What the Wagner Act Really Means 


In the Light of Recent Supreme Court 
Decisions on Labor Relations 


* By ROBERT SPRAGUE 


669 ABOR organizations seem better informed on 

the procedure and technique of the Board than 
do the employers,” says Elinore M. Herrick, Regional 
Director (New York) of the National Labor Rela- 
tions Board in a statement written for the Associated 
Press. The probable truth of Mrs. Herrick’s state- 
ment and the fact that we all, for some time to come, 
shall be building up and revising our views of what 
the Wagner Act really means and what the practical 
work-out will be, prompts a summary of comments 
from several well qualified sources, 

The recent decisions fortify the right of employees 
to self-organization and to collective bargaining 
through representatives of their own choosing. These 
rights were generally recognized before the Wagner 
Act was passed but the Supreme Court seems to have 
gone the full distance in upholding certain provisions 
of the Act involved in these cases, which are calcu- 
lated to protect the workers in these rights. 


Protect Workers’ Rights 


(a) Employers may not discriminate against mem- 
bers of a union with regard to hire and tenure of em- 
ployment, or coerce or intimidate employees in order 
to interfere with their self-organization or to discourage 
membership in any labor organization. 

(b) Employers may not employ detectives for the 
purpose of espionage within the union, or maintain 
surveillance of the activities of the labor organization 
and of their employees in connection therewith. 

(c) Employee organizations financed or fostered by 
the employer are outlawed as agencies tor collective 
bargaining; and are particularly out when used to in- 
terfere with and obstruct the employees in the exer- 
cise of their rights under the Act. 


In Behalf of Employers 


On the other hand, the Court has said much which 
seems of advantage to employers in maintaining 
healthy employment relations. 

(a) Exclusive representation for collective bargain- 
ing should reduce the probability of long jurisdictional 
disputes and controversies as to who are the true rep- 
resentatives of a group of employees. Most employers 
would consider it wise “to treat with” representatives 
chosen by a majority of their employees in any classi- 
fication and would prefer not to have their negotiations 
complicated by rival claims to representation. 

(b) The Act prohibibts negotiation of labor con- 
tracts generaily applicable to employees in a group held 
by the Labor Board to be appropriate for collective 
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bargaining with any other representative than that 
chosen by the majority, but it does not preclude such 
individual contracts as the employer may elect to make 
directly with individual employees. 

(c) The decision in the Virginian Railway case 
clarifies the meaning of “majority” for the purpose of 
selecting representatives for collective bargaining. 

(d) The requirement “to treat with” does not com- 
pel any agreement. The Supreme Court says the Act 
“imposes only the duty of conferring and negotiating 
with the authorized representatives of employees for 
the purpose of settling a labor dispute.” 

(e) The Act does not prevent the employer “from 
refusing to make a collective contract and hiring indi- 
viduals on whatever terms the employer may by uni- 
lateral action determine.” ’ 

(f) “The Act does not interfere with the normal 
exercise of the right of the employer to select its em- 
ployees or to discharge them.” 

(g) “The Board is not entitled to make its authority 
a pretext for interference with the right of discharge 
when that right is exercised for other reasons than 
such intimidation and coercion.” 


J. F. Cronin Heads New York 


Confectioners and Chocolate Assn. 

JAMES F. CRONIN, of Fanny Farmer Candy 
Shops, New York City, has been elected president of 
the Association of Manufacturers of Confectionery 
and Chocolate of the State of New York. He suc- 
ceeded Charles F. Haug, of Mason, Au & Magen- 
heimer, New York City. 

Other officers are: Vice President, Albert Horowitz, 
Up-to-Date Candy Mfg. Co.; Secy. and Treas., Wm. 
C. Kimberly. 

Chairman of the Executive Committee: Wm. F. 
Heide. Other members are Herman L. Hoops, Wal- 
lace Jones, D. D. Sanford, Claude S. Allen, F. B. Wil- 
liams, Frank Kobak, Charles F. Haug. 

The Membership Committee is composed of Joshua 
Pariente, Chairman; William J. McDonald, and Her- 
man L. Hoops. ; 

Wm. F. Heide is Chairman of the Legislative Com- 
mittee. Associated with Mr. Heide on this committee 
are Claude S. Allen, and Charles F. Haug. 

Secretary Kimberly reported an increase in mem- 
bership of seven active members. Including Loft, Inc., 
Peter Cailler Kohler Swiss Chocolate Company, Fialla 
& Eppler, Cypress Novelty Company, Oswego Candy 
Works, Holbrooke Candies, Inc., and F. Bischoff. 

At the recent meeting of the association, which 
was held at the Hotel Pennsylvania, April 29, Grif- 
fith Jones of Dun & Bradstreet spoke on the new 
Credit Exchange Service. 
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A quarter of a century of practical experience is embodied in installations like the one pic- 
tured above, showing Ross Air Conditioning equipment for furnishing cold air to choco- 
late cooling tunnels. Uniform, Controlled conditions can be maintained in Packing and 
Dipping Rooms, Hard Candy Departments, Storage Rooms and other sections of confec- 
tionery plants. Write us for information or reliable recommendations for your 
requirements. 








J. O. ROSS ENGINEERING CORPORATION 


Main Office—350 MADISON AVE., NEW YORK 


201 N. Wells Street 12953 Greeley Ave. 2860 N. W. Front Ave. 
CHICAGO DETROIT PORTLAND, ORE. 











THE GREER | 
QUICK COOLING CANDY SLAB 


® Cools quickly and 
evenly 


®@ Saves floor space 


® Highly polished 
steel plates 























® Maximum cooling with 
®@ Small amount of water 


®@ Made in several sizes 





Absolutely no chance of leakage 





WRITE US FOR PARTICULARS 


J. W. GREER CO. CAMBRIDGE, MASS. 
LONDON: Bramick & Co., Ltd. 
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WEACEINICAL LMERATURE DIGEST 


OF INTEREST TO THE CONFECTIONERY INDUSTRY 





Investigations on Fruit Products. V. The 
Concentration of Fruit Juices by Freezing— 
Apple Juice 


Vernon L. S. Charley. Ann. Rept. 
Agr. Hort. Research Sta., Long 
Ashton, Bristol 1935, 150-161. 


BY freezing and subsequently removing the ice, 
concentrated apple juices of 45-55 per cent sugar con- 
tent were made with a flavor and aroma much more 
attractive than that of vacuum-evaporated products. 
Also, the alcohol content of cider prepared from such 
concentrates was nearly doubled when the cold process 
was used, 


Dried Egg-White 


A, K. Balls and T. L. Swenson. 
Food Research 1, 319-24. 
(1936). 

THE usual process of preparing dried egg albumen 
involves liquefying the thick white by fermentation 
at room temperature for several days, during which 
the eggs lose carbon dioxide and become alkaline ow- 
ing to the formation of ammonia through decomposi- 
tion of the protein. The authors employ the enzyme 
trypsin at room temperature, in a concentration of 
1 to 10,000. Complete liquefaction is obtained in 36 
hours. The bacterial count is less, the reducing sugars 
are retained and the whipping quality slightly improved 
over the conventional method. A public service pat- 
ent has been applied for. 


Anomalous Viscosity of Mucilage 
Of Tragacanth 


G. Middleton. Quart. J. Pharm. 
Pharmacol. 9, 493-505 (1936). 


THE first of a series of balls to be allowed to fall 
through a gum tragacanth solution gives an abnormally 
high reading for the time of fall—considerably higher 
than for subsequent balls. This strange phenomenon 
is given a new name: “stream orientation.” It is be- 
lieved that the first ball orients long particles of the 
colloid along the lines of flow and so makes it easier 
for the subsequent balls to pass through. 
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Changes in the Enzyme Hydrolysis Curve 
Of Sucrose Caused by the Previous 
Action of Heat on the Enzyme 


A. Chandum. Bull. soc. chim. biol. 
18, 1467-70 (1936). 


THE activity of a yeast invertase solution at pH 
5 is not affected by three hours of heating at 40-42° C. 
(104-108° F.). A slight decrease in activity is mani- 
fested after three hours’ treatment at 55° C. (131° 
F.). But with only 20 to 60 minutes heating at 65° C. 
(149° F.) the activity of the invertase is greatly de- 
creased and a displacement of the angle of the hydro- 
lysis rate curve results in the direction which corre- 
sponds to an apparent increase in enzyme concentration. 


Rancidity as a Problem in Oils and Fats 


E. E. Russell. Can. Chem. Met. 20, 
346-8 (1936). 


IT IS the presence in them of the aldehydes which 
correspond to enanthylic, pelargonic, butyric, capyrylic, 
and capric acids which causes oils and fats to become 
rancid. It is upon these oxidizable aldehydes that the 
tests for rancidity depend. The effects of color, 
enzymes and of light rays in producing rancidity are 
discussed and a method outlined for the detection of 
rancidity, which eliminates the personal factor. 


Confectioners’ Jelly Batches 


Donald R. Thompson and Glen H. 
Joseph (to California Fruit Grow- 
ers Exchange) U. S. Patent 2,059,- 
541. 


A PECTIN jelly that may be poured and handled 
without pre-setting and which sets slowly to form 
a firm, smooth-textured tart gel is obtained by em- 
ploying a high content of dextrinous material in com- 
bination. with high acid and high pectin contents. Vari- 
ous details and formulas are given in this patent. 


Sugar in Steam Boilers 


Alex. Wegner. Listy Cukrovar 55, 


6-8, 14-16 (1936). 


FINDING that sugar in the boiler waters caused 
a boiler explosion, this investigator made a study of 
the causes of boiler explosions in sugar factories and 
discovered that in 50 per cent ef the reports, the fac- 
tories detected sugar in the boiler waters. 
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CORDIAL 
FRUIT CENTERS 


for larger profits 


The steadily increasing use of Dipping Fruits 
during the present season in regular assorted 
Chocolates, in Fruit and Nut Boxes, and in 
All-Fruit Boxes bears witness to the results 
which these have been producing for Candy 
manufacturers. 


BLANKE BAER DIPPING FRUITS are avail- 
able in a complete assortment to give variety 
and appeal to all tastes— 


DIPPING STRAWBERRIES 
NATURAL PINEAPPLE CUBES 
ORANGE PINEAPPLE CUBES 
GRAPE PINEAPPLE CUBES 
RASPBERRY PINEAPPLE CUBES 
PINEAPPLE WEDGES 
NATURAL PEACH CUBES 
DIPPING KUMQUATS 
DIPPING CHERRIES 

DIPPING RAISINS 

DIPPING RUM RAISINS 


When you make your plans for next season, 
remember Cordial Fruit Centers for larger 
profits. 


Suggested formula and complete informa- 
tion gladly sent on request. 











Booth No. 


24 


at Chicago 




















BLANKE BAER 


EXTRACT & PRESERVING CO. 


3224 South Kingshighway Blvd. 
St. Louis, Mo. 
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Presence of Vitamin “E” in the 
Cacao Embryo 


Henri Labbé and Frédéric Heim 
de Balsac. Compt. rend. 203, 587-9 


THE germ of the cacao bean contains the anti-steril- 
ity factor: Vitamin “E.” The addition of the embryo 
to the diet of test animals prevents sterility. Animals 
experimentally sterilized by vitamin E. deficiency may 
be restored to normal in two months by the addition 
of the cacao germ to the diet... . / An opportunity is 
presented to chocolate manufacturers to improve the 
birthrate by putting unroasted germ back into their 
manufactured chocolates. 


Treating Edible Nuts in the Shell 


Wm. G. Gow (to Charles Mauro) 
U. S. Patent 2,059,787. 


THE shells of the nuts are impregnated with sulfur 
dioxide under pressure and with live steam, and then 
subsequently subjected to the action of ultra violet rays. 
This treatment bleaches the shells, improves their ap- 
pearance, and aids in the retention of their preserving 
properties. 


Compositions for Preparing Jellies, 
Jams and Marmalades 


Willard E. Baier (to California 
Fruit Growers Exchange) U. S. 
2,063, 143, Dec. 8. 


JELLY powders are patented which contain pectin 
and a substance capable of forming acid when the 
product is used, for example: succinic anhydride, a 
lactide, potassium chloracetate, etc. 


Bubble Chewing Gum 


Richard P. Dyckman (to L. A. 
Dreyfus Co.) U. S. 2,060,461. 


A BUBBLE GUM is prepared by substantially re- 
moving all of the terpenes from peppermint oil (as 
by fractional distillation under vacuum), and the 
terpeneless oil is added to a chewable base together 
with a sweetening agent. 


Drug Tests 


Th. Budde and Giinther v. Lagiew- 
ski. Dept. Apoth. Ztg. 51, 1600-3 
(1936). 


TESTS are given in this article for numerous drugs, 
among them: citric acid, cacao butter, essential oils, etc. 
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Wels INDUSTRY'S CANDY CLINIC 


HELD MONTHLY BY THE MANUFACTURING CONFECTIONER 


The Candy Clinic is conducted by one of the most experienced superintendents in the candy 
industry. Some samples represent a bona-fide purchase in the retail market. Other samples 
have been submitted by manufacturers desiring this impartial criticism of their candies, thus 
availing themselves of this valuable service to our subscribers. Any one of these samples may 
be yours. This series of frank criticisms on well-known, branded candies, together with the 
practical “prescriptions” of our clinical expert, are exclusive features of the M. C. 


THIS MONTH 


Easter Candies and Box Chocolates 
$1.00 Per Pound, Up 


Code 5A 37 


Fruit and Nut Egg—8 ozs.—20c 

(Purchased in a 10c store, San Fran- 
cisco, Calif.) 

Appearance of Egg: Good. Gold foil 
wrapper, outside wrapper of cellulose. 

Size: Good. 

Coating (Dark)—Color: Good. Gloss: 
Fair. Taste: Fair. 

Center (Vanilla Cream, Fruit and Nut) 
—Color: Good. Texture: Good. 
Taste: Good. 

Remarks: Coating is not up to the 
standard of this priced cream egg. 
Considerable trouble can be looked 
for when the name and address of 
manufacturer does not appear on the 
wrapper. 


Code 5B 37 
Fruit and Nut Eggs—5 ozs.—29c 


(Purchased in a chain drug store, New 
York City) 

Appearance of Package: Good. Single 
lavender color carton, printed top, 
lavender ribbon, cellulose wrapper. 

Coating (Dark)—Color: Good. Gloss: 
Good. Taste: Good. 

Center (Vanilla Cream, Fruit and 
Nuts)—Color: Good. Texture: Good. 
Taste: Good. 

Remarks: Very neat package, and egg 
was good eating. 


Code 5C 37 
Decorated Chocolate Egg—About 5 
ozs.—50c 


(Purchased in a candy store, New York 
City) 


MAY, 1937 


Appearance of Egg: Good. Packed in 
a single carton, cellulose wrapper, 
egg also wrapped in cellulose. 

Coating (Dark)—Color: Good. Gloss: 
Good. Moulding: Good. Decorations: 
Good. Taste: Good. 

Egg: Hollow. 

Remarks: One of the best decorated 
eggs that the Clinic has examined 
this year. We find very few eggs 
of this type. These eggs were in de- 
mand some years ago but seem to be 
“passing out.” 


Code 5D 37 


Rabbit in Chocolate Basket—About 
12 ozs.—$1.00 

(Purchased in a candy store, San Fran- 
cisco, Calif.) 

Appearance of Piece: Good. 

Size: Small for a dollar seller. 

Coating (Dark)—Color: Good. Gloss: 
Varnished. Moulding: Good. Taste: 
Good. 

Remarks: Piece made a good Easter 
novelty, chocolate was good, but 
piece is very highly priced at $1. 


Code 5E 37 


Chocolate Easter Bunny—About 1 
oz.—10c 

(Purchased in a chain drug store, New 
York City) 

Appearance of Piece: Good. Foil wrap- 
per, outside wrapper of lavender cel- 
lulose. 

Size: Fair. 

Chocolate 


(Light) — Color: Good. 


Gloss: Good. Moulding: Good. Taste: 
Fair. 

Remarks: Chocolate had a very cheap 
and greasy taste. Piece is small for 
a 10c seller. 


Code 5F 37 


Chocolate Coconut Cream Egg— 
2% ozs.—10c 

(Purchased in a chain drug store, New 
York City) 

Appearance of Package: Good. Printed 
folded carton, egg wrapped in glass- 
ine paper. 

Coating (Dark)—Color: Good. Gloss: 
Good. Taste: Good. 

Center (Coconut Cream)—Color: Good. 
Texture: Good. Taste: Good. 

Remarks: Egg was good eating, qual- 
ity very good for this priced egg. 
Neatly put up. 


Code 5G 37 


Fruit and Nut Egg—About 3 ozs. 
—15c¢ 
(Purchased in a candy store, San Fran- 
cisco, Calif.) 
Appearance of Egg: Good. Cellulose 
wrapper. 

Coating (Dark)—Color: Good. Gloss: 
Fair. Taste: Fair. 
Center—Color: Too 
Good. Taste: Fair. 
Remarks: Center had a slight rancid 
taste. Considerable trouble can be 
expected when the name and address 
of manufacturer does not appear on 

the wrapper. 


dark. Texture: 
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Easter Basket—6 Half-Foiled Eggs 
—19c 

(Purchased in a chain drug store, New 
York City) 

Appearance of Package: Good. Printed 
board folding box; 6 eggs wrapped 
in colored foil. 

Coating (Dark)—Color: Good. Gloss: 
Fair. Taste: Fair. 

Center (Vanilla Coconut Cream) — 
Color: Good. Texture: Good. Taste: 
Fair. 

Remarks: Novelty made a good ap- 
pearance, but is a trifle high priced 
as quality of coating is not up to the 
standard of these priced eggs. 


Code 51 37 


Straw Easter Nest—3l/ ozs.—10c 

(Purchased in a chain cigar store, New 
York City) 

Appearance of Package: Good for a 
10c novelty. Straw basket contain- 
ing light moulded rabbit in cart, jelly 
beans and marshmallow eggs. Amber 
cellulose wrapper. 

Rabbit — Color: Good. Gloss: Good. 
Moulding: Good. Taste: Good. 

Jelly Beans: Good. 

Marshmallow Eggs: Fair. 

Remarks: One of the best 10c novelties 
that the Clinic has examined this 
year. 


Code 5J 37 


Nuts and Chews—1 1b.—$1.00 
(Sent in for Analysis—No. 4268) 


Appearance of Package: Fair (see re- 
marks). 

Box: Two layers, extension type, white- 
red border, center of gold strips and 
black. Cellulose wrapper. 


Appearance of Box on Opening: Good. 


Number of Pieces: 57; 2 foiled, 2 


Jordan almonds. 


Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 
Centers—Nut Paste Chip: Good. Va- 
nilla Caramel: Good. Vanilla Coconut 
Paste: Good. Nut Nougat: Good. 
Vanilla Marshmallow: Good. Small 
Nut Nougat: Good. Small Butter- 
scotch: Good. Filbert: Good. Large 
Butterscotch: Good. Brazil: Good. 
Small Vanilla Caramel: Good. Coffee 
Nut Nougat: Good. Fruit and Nut 
Paste: Fair. Vanilla Nut Caramel: 
Good. Hard Nut Taffy: Good. Ting- 
Ling: Good. Raisin Clusters: Good. 

Assortment: Good. 

Remarks: Box top is not up to the $1 
standard. The fruit and nut paste is 
not a good eating piece. This is one 
of the best boxes manufactured by 
this company. 


Code 5K 37 


Assorted Chocolates—1 Ib.—$1.00 
(Sent in for Analysis—No. 4269) 

Appearance of Package: Good. 

Box: Two layers, extension type, cream 
color, corners red, center panel of 
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OCTOBER—Home Mades: 
Kinds of Candies 





CANDY CLINIC SCHEDULE 
FOR 1937 


The monthly schedule of the CANDY CLINIC is listed below. 
When submitting items, send duplicate samples by the Ist 
of month preceding the month scheduled. 


JANUARY—Holiday Packages: Hard Candies 
FEBRUARY—Salted Nuts and Chewy Candies 
MARCH—Assorted One-pound Boxes of Chocolates up to $1.00 
APRIL—$1.00 to $2.00 Chocolates; Chocolate Bars 
MAY—Easter Candies and Packages: Moulded Goods 
JUNE—Marshmallows; Fudge: Caramels 

JULY—Gums; Jellies: Undipped Bars 

AUGUST—Summer Candies and Packages 
SEPTEMBER—All Bar Goods: 5c Numbers 

10c-15c-25c Packages Different 


NOVEMBER—Cordial Cherries: Panned Goods; lc Pieces 


DECEMBER—Best Packages and Items of Each Type Consid- 
ered During Year: Special Packages: New Packages 








pink, name in gold, cellulose wrap- 
per, outside wrapper white band 
paper tied with blue grass ribbon. 


Appearance of Box on Opening: Fair 
(see remarks). 


Number of Pieces: 46; 2 almond paste 
acorns half-dipped, 2 _ half-dipped 
almonds, 2 foiled pieces. 


Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 


Centers—Vanilla Nut Caramel: Good. 
Mint Marshmallow: Good. Apricot 
Jelly: Good. Opera Drop: Good. 
Green Nut Nougat: Good. Glace Nut 
Taffy: Good. Jelly and Vanilla 
Cream: Good. Molasses Chip: Good. 
Spiced Almond: Good. Filbert: Good. 
Lemon Cream: Good. Orange Cream 
and Jelly: Good. Green Cream: Good. 
Vanilla Brazil Cream: Good. Choco- 
late Paste: Good. Almond Paste 
Acorn: Good. Half-Dipped Almond: 
Good. Walnut: Good. Vanilla Fudge 
and Vanilla Caramel: Good. Cara- 
mallow: Good. Ginger: Good. Al- 
monds: Good. Pignolia Nut Cluster: 
Fair (see remarks). Molasses Planta- 
tion: Good. Prune Jelly: Good. Pep- 
permint Top Off Mint: Good. 
Chocolate Nut Caramel: Good. 
Orange Cream: Good. Vanilla 
Marshmallow: Good. Brazil: Good. 
Glace Fig: Good. Jordan Almond: 
Good. Cordial Cherry: Good. Pep- 
permint Cream: Good. 


Assortment: Very good. 


Remarks: This is the finest dollar as- 
sortment that the Clinic has ex- 


THE 


amined this year. Candy is well 
made and of good quality. Suggest 
that the pignolias be roasted. Top 
layer did not make a good appear- 
ance as it was packed too loose. Sug- 
gest a different divider be used, one 
that will take up more room, or a 
tray with one single divider. It is a 
pleasure to examine candy of this 
kind. Also suggest that a liner be 
used in this box. 


Code 5L 37 


Assorted Chocolates, Red Box— 
1 Ilb.— $1.00 
(Sent in for Analysis—No. 4267) 


Appearance of Package: Fair (see re- 
marks). 

Box: Two layers, extension type, red 
and silver, cellulose wrapper. 

Appearance of Box on Opening: Good. 

Number of Pieces: 56; 2 foiled choco- 
late tablets. 

Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 

Centers—Butterscotch: Good. Orange 
Cream: Rancid. Vanilla Caramel: Good. 
Vanilla Cream: Good. Small Butter- 
scotch: Good. Orange Peel: Good. 
Coffee Cream: Lacked flavor. Nut 
Nougat: Good. Small Vanilla Cream: 
Good. Small Vanilla Caramel: Good. 
Filbert: Good. Coffee Nut Nougat: 
Good. Vanilla Coconut Paste: Good. 
Small Chocolate Cream: Good. Glace 
Cherry: Good. Pink Jelly: Cheap 
flavor. Maple Cream: Good. Nut Paste 
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Hard Candy 


Flavors 





Price and appearance influence the first 
sale—but repeat sales depend on flavor. 


Kallistaroms were planned for the confectionery chemist. Spe- 
cially designed to withstand great heat, they answer most per- 
fectly the demand for concentrated aromas of true fruit type at 


an economical price. 


All the popular flavors as well as many others. 


SCHIMMEL & CO, Inc 


60! West 26th Street, New York, 


Boston Chicago Los Angeles Toronto 











Chip: Good. Rose Cream: Fair. Cho- a few nut pieces be used to better Number of Pieces: 47. 
colate Cream: Good. Large Pepper- the assortment. The consumer ex- Coating (Milk)—Color: Good. Gloss: 
mint Cream: Good. Small Peppermint pects a “bang up” box of candy for Good. Strings: Good. Taste: Good. 
egg Good. Chocolate Tablet: one dollar. Centers— Cashew Nut: Not roasted 
300d. enough. Vanilla Nut Caramel: Good 
Assortment: Good. Code 5M 37 Nut Brittle: Good. Brazils: Good. 
Remarks: Box top is not up to the $1 - Almonds: Good. Nut Nougat: Good. 
standard. We find tops of this kind Assorted Nut Milk Chocolates— Chocolate Caramel: Good. Vanilla 
on 60c and 80c boxes. Orange cream 1 Ib.—$1.00 Coconut -Paste: Good. Glace Nut 
needs checking up, flavor is very (Sent in for Analysis—No. 4270) Taffy: Good. Walnuts: Good. Jordan 
cheap tasting and was rancid. Sug- Appearance of Package: Good. Almonds: Good. Filbert Clusters: 
gest the jelly be left out or a good Box: Three layers, extension type, red Good. Pecan Clusters: Good. Nut 
jelly made with a fruit paste be used. embossed in gold, red silk ribbon Clusters: Good. Nut Chip: Good. 
Flavor is not good in the jelly, very with bow, cellulose wrapper, outside Assortment: Good. 
cheap tasting. Rose cream is not a wrapper of white band paper, tied Remarks: This is one of the best nut 
good eating piece, suggest it be left with blue grass ribbon. assortments that the Clinic has ex- 
out of the assortment. Centers are Appearance of Box on Opening: Fair amined this year. A good selection 
not up to the $1 standard. Suggest (see remarks). of nut meats and a good tasting milk 
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coating. Box did not make a good 
appearance on opening as box is too 
high. Suggest that it be made lower 
and a liner be used. Suggest a high- 
er roast on the cashew nuts. It would 
be better to leave the coconut paste 
out of the assortment and a good 
chewy nut taffy replace it. We find 
coconut paste pieces in most all 
cheap boxes. One or two foiled pieces 
on top layer would brighten up the 
box and improve its appearance. 


Code 5N 37 


Assorted Chocolates—3 Ibs.— 
60c Ib. 
(Sent in for Analysis—No. 4272) 

Appearance of Package: Good. 

Box: Two-layer, full telescope, exten- 
sion bottom; printed in black, green 
and gold, cellulose ribbon. 

Appearance of Box on Opening: Fair. 

Number of Pieces: 35 dark coated; 2 
pecan tops, 1 sugar flower top, 2 
crystallized bon bons, 42 light coated. 

Coatings (Dark and Light)—Colors: 
Dark too dark, light good. Gloss: 
Good on light, fair on dark. Strings: 
Fair. Taste: Fair. 

Dark Coated Centers—Vanilla Cream: 
Good. Vanilla Caramel and Nougat: 
Good. Butter Flavored Cream: Fair. 
Vanilla Pecan Cream: Good. Vanilla 
Cream Flowered Top: Fair. Maple 
Pecan Cream: Good. Vanilla Nut 
Cream: Good. Vanilla Pecan Top 
Cream: Good. Vanilla Nut Caramel: 
Good. Vanilla Nut Fudge: Fair. 
Chocolate Nut Cream: Fair. Vanilla 
Nut Nougat: Fair. Cinnamon Sticks: 
Good. 


Light Coated Centers—Vanilla Nut 
Cream: Good. Maple Cream: Fair. 
Chew: Bad flavor. Chocolate Nut 
Cream: Fair. Vanilla Nut Caramel: 
Good. Nut Nougat: Good. Butter 
Flavored Cream: Fair. 
Cream: Fair. Vanilla Caramel: Good. 
Pink Cream: Bad flavor. Nut Taffy: 
Fair. Peanut Brittle: Fair. Crystal- 
lized Bon Bon: Fair. 


Assortment: Fair. 


Remarks: Finished package made a 
good appearance, good looking box 
and neatly finished up. Candy is in 
the 29c a pound class. Flavors were 
lacking in some, other pieces the 
flavors were bad tasting. Suggest 
address be printed on box to avoid 
trouble. Box is too deep and liner 
would improve the appearance of the 
box on opening. 


Code 50 37 


Assorted Chocolates—2!/2 lbs.— 
$1.00 
(Sent in for Analysis—No. 4271) 

Appearance of Package: Good. 

Box: Two-layer, full telescope, exten- 
sion bottom, hammered silver paper, 
printed in black, tied with white rib- 
bon, cellulose wrapper. 
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Vanilla . 


Appearance of Box on Opening: Fair. 
Number of Pieces: 65; 2 crystallized 
bon bons. 


Coating (Dark) —Color: Too dark. 
Gloss: Fair. Strings: Fair. Taste: 
Cheap. 

Centers—Vanilla Pecan Cream: Good. 
Vanilla Caramel: Good. Vanilla Co- 
conut Paste: Good. Chocolate Cream: 
Good. Light Yellow Cream: Could 
not tell flavor. Raspberry Cream: 
Lacked flavor. Chocolate Nougat: 
Fair. Maple Pecan Cream: Good. 
Vanilla Cream: Good. Peppermint 
Cream: Good. Lemon Cream: Lacked 
flavor. Vanilla Nougat: Fair. Chew: 
Fair, no flavor. Molasses Chips: 
Good. Peanut Brittle: Fair. Crystal- 
lized Bon Bon: Fair. 


Assortment: Too small. 


Remarks: Package made a good ap- 
pearance, neat looking box and well 
finished up. Box is too deep, also 
needs a liner. We have examined 29c 
a pound candy and found it superior 
to this candy. This candy is in the 
25c a pound class; coating is of the 
cheapest kind, assortment is entirely 
too small, a number of centers lacked 
flavors. Suggest address be printed 
on the box to avoid trouble. 


Code 5P 37 


Nuts, Fruits and Creams—1 |lb.— 
$1.00 
(Sent in for Analysis—No. 4266) 


Appearance of Package: Good. 


Box: Two layers, cream color, em- 
bossed in gold, tinsel ribbon used, 
cellulose wrapper. 


Appearance of Box on Opening: Good. 
Number of Pieces: 23 dark coated, 14 
light coated. 


Coatings (Light and Dark)—Colors: 
Good. Gloss: Dark good, light fair. 
Strings: Good. Taste: Good. 

Dark Coated Centers—Pineapple and 
Cream: Good. Vanilla Cream: Good. 
Cordial Cherry: Good. Orange 
Cream: Off taste. Dark Cream: Could 
not identify flavor. Strawberry and 
Cream: Good. Cream: Could not 
identify flavor. Coffee Cream: Lacked 
flavor. Nut Nougat: Good. 

Light Coated Centers—Pink Jelly: 
Cheap flavor. Vanilla Cream: Good. 
Cream Brazil: Good. Nut Date: 
Good. Filbert: Good. Almond: Good. 
Belmont Coated Vanilla Cream: 
Good. Filbert Cluster: Good. 


Assortment: Good. 


Remarks: Suggest the following pieces 
be added to this assortment: ginger, 
orange peel, glace pineapple, figs and 


a good fruit jelly or two. Suggest 
the jelly piece be left out as it is a 
cheap tasting jelly. If a jelly is to 
be made, use a good fruit for a base 
and use pectin. Flavors are not up 
to the standard in some of the 
creams, others did not have enough 
flavor. 


Code 5Q 37 


Nut Foursome—1 Ilb.—$1.50 
(Sent in for Analysis—No. 4265) 

Appearance of Package: Good. 

Box: One layer, extention type, buff 
color, brown stripes, dark brown cen- 
ter, tied with orange ribbon corner 
to corner, cellulose wrapper, single 
carton. 

Appearance of Package on Opening: 
Good. 

Number of Pieces: 72 

Coating (Milk)—Color: Good. Gloss: 
Fair. Strings: Good. Taste: Good. 

Centers: Cream Brazils: Good. Triple 
Almonds: Good. Nut Clusters: 
Good. Single Almonds: Good. Single 
Pecans: Good. Brazils: Good. Fil- 
berts: Good. 

Assortment: Good. 

Remarks: Box is different and well 
arranged, neatly packed and finished 
up. Suggest cashews and walnuts be 
added to the assortment. The dipping 
needs to be checked up as the gloss 
was not good, very dull. The cream 
brazil is too large for a nut assort- 
ment. 


Code 5R 37 


Assorted Milk Chocolates—1 Ib.— 
$1.00 
(Sent in for Analysis—No. 4262) 

Appearance of Package: Good. 

Box: Two layers, extention type, colors 
blue, white, red and silver, cellulose 
wrapper. 

Appearance of Package on Opening: 
Good. 

Number of Pieces: 56; 2 foiled tablets. 

Coating (Milk)—Color: Good. Gloss: 
Fair. Strings: Good. Taste: Good. 

Centers: Orange Peel: Good. Jelly: 
Poor flavor. Orange Cream: Fair. 
Chocolate Cream: Good. Filbert: 
Good. Coffee Cream: Weak flavor. 
Vanilla Cream: Good. Vanilla Cara- 
mel: Good. Butterscotch: Good. 
Small Vanilla Cream: Good. Vanilla 
Coconut Paste: Good. Large Butter- 
scotch: Good. Glace Cherry: Good. 
Belmont Coated Nougat: Good. 
Belmont Hard Candy Chip: Good. 
Small Peppermint Cream: Good. 
Large Peppermint Cream: Good. 
Foiled Tablets: Good. 


Assortment: Good. 


Remarks: Suggest jelly be left out of 
the assortment or a better jelly be 
made. Coffee cream flavor is weak, 
suggest more flavor. be used. Box 
was neatly packed. Coating was 
slightly dull, suggest that this be 
checked up. 


Code 5S 37 


All Small Pieces—1 lb.—$1.00 
(Sent in for Analysis—No. 4263) 
Appearance of Package: Good. 


Box: Two layers, extention type, light 


yellow, orange ribbon corner to cor- 
ner, embossed in gold, cellulose wrap- 
per. 

Appearance of Box on Opening: Good. 
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MOCHA CONCRETE 


For an outstanding taste in your cream 
centers, try this remarkable true-to-real- 
coffee flavor. 


QUALITY FLAVORS for Quality Candies — most economical to use. 


POLAK'S FRUTAL WORKS 


Inc. 


SS M4 se AHS: OD 
427 West Erie Street 





Number of Pieces: 83 

Coating (Dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 

Centers: Orange Cream: Flavor off. 
Chocolate Cream: Good. Coffee 
Cream: Good. Vanilla Caramel: 
Good. Almonds: Good. Nougat: 
Good. Butterscotch: Good. Filbert: 
Good. Pink Jelly: Fair. Vanilla 


Cream: Good. Peppermint Cream: 


Good. 

Assortment: Too Small. 

Remarks: Assortment is too small for 
a small piece assortment. Suggest 
that a few more hard and chewy 
pieces be added, also a few more 
nutmeats. Some hard candy centers 
would also help. The jelly is a very 
cheap jelly whose flavor is not good, 
would suggest that this piece be left 
out of the assortment. We notice 
that the orange flavored creams in 
all of the assortments taste either 
rancid or the orange flavor is not 
up to standard. Suggest a good oil of 
orange be tried as it would improve 
the cream. 


Code 5T 37 


Assorted Chocolates, Small and 
Medium Pieces—1 lb.—$1.00 
(Sent in for Analysis—No. 4264) 
Appearance of Package: Fair. See Re- 
marks. 
Box: Two layers, extention type, colors 
cream, maroon and chocolate, cellu- 
lose wrapper. 
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Appearance of Box on Opening: Good. 

Coatings (light and dark)—Colors: 
Good. Gloss: Dark, good; Light, fair. 
Strings: Good. Taste: Good. 

Dark Coated Centers— Coffee Cream: 
Flavor not strong enough. Orange 
Cream: Fair. Vanilla Caramel: Good. 
Nougat: Good. Chocolate Cream: 
Good. Butterscotch: Good. Maple 
Cream: Lacked flavor. Vanilla Co- 
conut Paste: Good. Vanilla Cream: 
Good. Nut Taffy: Good. Almond: 
Good. Peppermint Cream: Good. 

Light Coated Centers—Butterscotch: 
Good. Maple Cream: Lacked flavor. 
Filbert: Good. Belmont Coated nou- 
gat: Good. Butterscotch and Cream: 
Good. Chocolate Cream: Good. Jelly: 
Bad flavor. Vanilla Caramel: Good. 
Orange Cream: Fair. Belmont coated 
chip: Good. Tingling: Good. 

Assortment: Good. 

Remarks: Box top is not up to the 
standard of one dollar boxes. Milk 
coated pieces did not have a good 
gloss, slightly dull. Coffee and maple 
cream lacked flavors. Suggest that 
nuts be used in the nougat in all 
dollar boxes also some nuts be used 
in some of the creams.Orange flavor 
is not good. It would be better to 
leave the jelly piece out or a better 
jelly be made. Jellies are good eating 
if made from fruit jap jellies or gum 
jellies do not belong in the dollar 
boxes. The consumer expects a 
“bang up” box of candy when he 
pays one dollar. 


THE 


Code 41 37 
Assorted Chocolates—1 1b.—$2.00 


(Sent in for Analysis—No. 4256) 

Appearance of Package: Good. 

Box: Two-layer wood, bronze em- 
bossed seal in center, tied with gold 
silk ribbon, cellulose wrapper, gold 
seal on ends. 

Appearance of Box on Opening: Fair 
(see remarks). 

Number of Pieces: 61 dark coated, 2 
foiled, 7 praline foiled, 1 chocolate 
panned filbert, 20 solid chocolates, 
fancy shapes. 

Coating (dark)—Color: Good. Gloss: 
Good. Strings: Plain for a $2 box. 
Taste: Good. 

Centers—Solid Chocolate: Good. Wal- 
nuts: Good. Nuts and Orange Peel: 
Good. Orange Cream: Fair. Choco- 
late Cream: Good. Cream: Rancid. 
Chocolate Caramel: Good. Coffee 
Cream: Good. Nut Glace: Good. Nut 
Taffy: Good. Lemon Cream: Good. 
Jelly: Could not identify the flavor. 
Pecans: Good. Raspberry Cream: 
Good. Vanilla Caramel: Good. Nou- 
gat: Good. Fruit Paste: No flavor. 
Chip: Good. Almond: Good. Brazil: 
Good. Cordial Cherry: Good. Nut 
Paste Blossom: Good. Nut Caramel: 
Good. Chocolate Paste: Good. Pra- 
line: Good. Chocolate Panned Fil- 
bert: Good. 

Assortment: Good. 

Remarks: Candy is not up to the $2 
the pound standard. Packing is too 


MANUFACTURING CONFECTIONER 





loose on both layers. <A divider is 
needed in them. Coatings and cen- 
ters are in the $1 per pound class. 
Suggest that the sprill top pieces be 
wrapped in cellulose, as the sprills 
come off and “grind up,” causing 
dust on top of the other pieces. 
Orange cream was hard, jelly and 
dark fruit paste lacked flavor. The 
strings are not fancy enough for this 
priced candy. No doubt of the box 
being expensive, but chocolates are 
in the $1 class. Packing and choco- 
lates need considerable changes be- 
fore this box will be in the $2 class. 


Code 4J 37 
Assorted Chocolates — 1 Ib.—$1.00 


(Sent in for Analysis—No. 4255) 

Apparance of Box: Good. 

Box: Two-layer, imitation wood paper 
embossed in gold, orange and black, 
tied with gold cord, gold seal, cel- 
lulose wrapper. 

Appearance of Box on Opening: Good 

Number of Pieces: 68 dark coated, 2 
foiled praline paste, 7 chocolate 
panned peanut butter blossoms. 

Coatings (dark)—Color: Good. Gloss: 
Good. Strings: Good. Taste: Good. 

Centers—Nut Nougat: Good. Chocolate 
Fudge and Orange Skin: Good. Pink 
Nut Nougat: Good. Nut Glace: 
Good. Coffee Cream: Good. Butter- 


scotch: Good. Vanilla Marshmallow: 
Good. Nut Taffy: Good. Chocolate 
Caramel: Good. Vanilla Caramel: 
Good. Fruit Paste: Fair. Nut Cara- 
mel: Good. Nut Chip: Good. Orange 
Cream: Fair. Nougat: Fair. Vanilla 
Cream: Good. Filberts: Good. Jelly 
Hard Candy Blossom: Fair. Vanilla 
Coconut Paste: Good. White Cream: 
Rancid. Jelly: Could not identify 
flavor. Raspberry Cream: Fair. 
Chocolate Panned Peanut Butter 
Sponge: Good. Praline: Good. 

Assortment: Good. 

Remarks: Cream centers in most cases 
were dry and lacked flavor. Jelly 
piece had no flavor, acid was all that 
could be tasted. One of the creams 
was rancid, could not tell what flavor 
it was. The above centers are not 
up to standard, need checking up. 
Appearance of box on opening was 
good but the bottom layer was very 
poorly arranged. Pieces were all 
turned over in one end of the box. 
Suggest that a different divider be 
used, one that will keep the pieces in 
place and also take up more space. 


Code 4K 37 
Nuts and Fruits—1 Ib.—$1.00 


(Sent in for Analysis—No. 4254) 
Appearance of Package: Good. 
Box: One-layer, extension type, silver 


fruit scene in colors, cellulose wrap- 
per. 

Appearance of Box on Opening: Good 

Number of Pieces: 33 dark coated, 6 
foiled, 2 half-dipped pineapple, 4 
Jordan almond, 8 milk coated, 4 
foiled solid milk nut sticks. 

Coatings (dark and light) — Color: 
Good. Gloss: Good. Strings: Good 
Taste: Good. 

Dark Coated Centers—Vanilla Cara- 
mel: Good. Maple Walnut Cream: 
Good. Lime Nut Jelly: Good. Pea- 
nut: Good. Coconut Fruit Paste: 
Good. Cream Brazil: Good. Glace 
Pineapple: Good. Ginger: Good 
Brazils: Good. Cordial Cherry: Good 
Vanilla Coconut Paste: Good. Date: 
Good. Cashew: Good. Cream Raisin: 
Good. Pecan: Good. Vanilla Nut 
Caramel: Good. 

Milk Coated Centers—Almond: Good. 
Hard Nut Taffy: Good. Nougat: 
Good. Solid Nut Chocolate: Good 
Half-Dipped Pineapple: Good. Jor- 
dan Almonds: Good. 


Assortment: Good. 


Remarks: Assortment could be im- 
proved by adding a few more nut 
meats. Suggest a few nut clusters, 
more glace pineapple, orange skin 
and ginger pieces. The nut paste 
pieces are good eating but are not 
nut meats. 





Watch 


at the 
Confectionery 


Industries Exposition 


MAY, 1937 


FOR THIS SHOW CASE 


Come and see it filled with the brand 
new sales-prompting novelties we are 
showing in Exhibit No. 20. Don’t miss them! 


For 30 years manufacturing Quality 
Products for the Confectionery Industry. 


MAIZE-PRODUCTS CO. 


HARRIS TRUST BLDG. 


100 E. 42nd STREET 


CHICAGO, ILL. NEW YORK CITY 
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BUHLER 


WORLD'S LEADING PRODUCERS OF 


COCOA and CHOCOLATE 
MACHINERY 





COCOA BEAN DRYER and ROASTER 


TYPE STK PATENTED 
SPECIAL ADVANTAGES 


1. Perfect and most economic drying and roasting of 
bag-dry, washed or fermented beans. 2. Continuous 
process requiring practically no supervision. 3. Pure 
air, heated by steam or other heating elements. 
4. Complete control of roasting temperature, regu- 
lated by thermostat. 5. Drying and roasting time 
regulated by adjustable feeding arrangement. 
6. Automatic cooling of beans before leaving 
machine. 7. Perfect, uniform treatment. 8. No 
breaking of beans, no choking of feed flow. 
9. Largest capacity in smallest possible 
space. 10. Attainment of highest flavor. 


Full line of roller mills and auxiliary machines 
for chocolate manufacturers 


Exhibited at Booth 55 
Confectionery Industries Exposition 
Palmer House, Chicago 
May 24th-28th, 1937 


BUHLER BROTHERS 


INCORPORATED 


330 WEST 42nd STREET NEW YORK, N. Y. 
ASSEMBLY PLANT: 521-531 W. 43RD ST. 














SANITATION AND SAFETY 
In Chocolate Work 


(Continued from page 44) 


publication that all machinery coming in contact with 
candy should be thoroughly cleaned once daily, or be- 
tween batches of material in process more than one 
day, such as in conching. The usual factory states that 
the exterior of its machines are cleaned daily, or more 
often, but that once weekly the entire machine is 
knocked down for piece by piece cleansing. This is 
very desirable. Hot water, with or without chemical 
detergents, will remove all traces of effete material 
from enrobers, without damage to the machines them- 
selves. Violation of good sanitary practice at this 
stage of chocolate work, apart from the chocolate itself, 
centers about the contamination of chocolate with oils 
from the coater, the use of dirty papers on conveyors, 
the use of filthy sweaters over uniforms in the chilling 
rooms, the implantation of infested nut meats in the 
soft chocolate after enrobing, etc. 


Chocolate Moulding 


Unusual difficulties for the candy manufacturer may 
be found in the moulding of chocolate into bars and 
other forms. This is due to the fact that in the pres- 
ence of uneven temperatures “settling” takes place, 
leading to the coming to the surface of fats eventuating 
in “bloom”’—the white, unsightly discoloration on 
chocolate. For this reason, chocolate is usually tem- 
pered prior to moulding. Metal moulds are almost 
invariably employed in chocolate work. Cleanliness is 
abetted here, in that unpolished, dirty moulds produce 
unsalable chocolates. 

In the moulding of hollow specialties similar spot- 
lessness is required for good results. Metallic moulds 
are partially filled with the molten chocolate, and are 
then spun on machines providing motion in all direc- 
tions. The result is a shel! deposited within the mould, 
with a hollow center. The moulds are removed from 
the chocolate contents by halves, and the chocolate 
work is sent to the cooling room for hardening. 

In shell work, using machines, no new problems in 
sanitation arise. Moulds are filled with liquid choco- 
late, but before complete solidification takes place the 
mould is inverted, allowing the still liquid chocolate to 
drain out. This leaves a shell within the mould. This 
shell, after hardening, may be filled with many varieties 
of centers, such as fruits, cordials, etc. In due time 
a similarly made cap is placed over the shell with its 
contents. After sufficient drying, these confections 
readily leave the mould and are ready for grading and 
packing. 

Wrappings for Chocolates 


Sanitation at all times favors the breaking of contact 
between foods and human hands. Preference is al- 
ways expressed for the machine wrapped candy. It is, 
however, recognized that most chocolates are not ma- 
chine wrapped, or at least that the finished bar prior 
to, or in connection with wrapping, comes in contact 
with human hands. Such discussions, however, do not 
properly constitute chocolate manufacture—rather the 
(Turn to page 67) 
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BURMA K 2 ELIS 


THESE FEED BELTS AND ( YOUR TUNNELS NEED 
TREATED GOTTOMER BELTS VIEW F 
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RUN TWICE AS LONG BURMAK GLAZED BELTS 
: - FOR GOOD BOTTOMS - 
yOU CANT BEAT'EM TERWOVEN SP ¢: ran Sea On : 
AT ANY PRICE f = ule OR WHITE 


JOIN OUR PARTY AT THE CONVENTION !! 
CELEBRATING an event in candy belting his- belt, which is the zenith of our 20 years of belting 


tory! The approaching N.C.A. Exposition will development, has won the acceptance and endorse- 
usher in the first anniversary of BURMAK ment of the industry. Sales of BURMAK Cool- 
CRACK-LESS Glazed Cooling Tunnel Belting, ing Tunnel Belting have doubled since manufac- 
which was announced to the trade at the Confec- turers have learned about BURMAK CRACK- 
tioners’ 1936 Show. This long-life, double texture LESS. Results have demonstrated its superiority. 


Visit us at BOOTH S1. See this remarkable belt! 


Or write for information and samples. 


BURRELL BELTING CO. 401 So. Hermitage Av. Chicago 


The “Simplex” Vacuum Cream Fondant System 


(Type E esp gned for cream fondant) 





WILL 


1. Increase production. 

2. Reduce labor and operating costs. 
3. Require less floor space. 

4. Improve quality. 


Manufacturers now using this equipment have proven 
these claims—one organization recently installed ten 
units. 


Adaptable for cooking and cooling perfectly all types of 
Hand Roll or Cast Creams on limited or production basis 
Our terms make it possible for every manufacturer to 
own one or more of these units. 


The “SIMPLEX” is now manufactured in several models 
(for cream fondant, taffies, grained mints, and hard 
candies), each adaptable to your particular problem 
and type of candy. 


Write us for details “Cutting Costs with a Simplex.” 


MANUFACTURED BY 


VACUUM CANDY MACHINERY CO. 


15 PARK ROW, NEW YORK 


MAY, 1937 


Page 65 








THE CANDY MAN’S 


CALENDAR 


JUNE 1937 


SUN MON TUE WED THU FRI SAT 


123 4 § 
6 7 8 9 10 11 12 
13 14 15 16 17 18 19 
20 21 22 23 24 25 26 
27 28 29 30 








PLANNING SEASON FOR WHOLESALE 
MFRS.: Hallowe’en Plans, Penny Goods Plans, 
Christmas Packages, St. Valentine’s Day Pack- 
ages. PRODUCTION—Summer Goods. 


PLANNING SEASON FOR RETAIL MFRS.: 
Fall, Xmas Package Selections, St. Valentine’s 
Day Boxes, Flag Day, Graduation. PRODUC- 
TION—Summer Goods. 


Retail Confectioners’ Assn. of Philadelphia, Inc., 
Turngemeinde Hall, 1705 N. Broad Street*— 
Wholesale Candy Jobbers’ Assn., Y. M. C. A., 
Lawrence, Mass.+ — Colorado Confectioners’ 
Assn., Oxford Hotel, Denver}—Southern N. E. 
Wholesale Confectioners’ Assn., Remington Hall, 

M. C. A., Fall River, Mass.*—This is fumi- 
gation time and it should be attended to this 
month. 


Westchester County Candy Jobbers’ Assn., Jewish 

Community Centre, Yonkers, N. Y¥.+—Cincinnati 

Candy Jobbers’ Assn., G-and Hotel*—Keystone 

Fg oO ‘ Jobbing Assn., Chamber Commerce Bldg., Scran- 
ton, Penn.7 


Falls Cities Confectioners’ Club, Louisville, Ky.* 
| —Wolverine Candy Club, Norton Hotel, Detroit, 
Mich.*—Retail Confectioners’ Assn., Hotel Ma- 

jestic, Philadelphia.* 


St. Louis Candy Salesmen’s Assn., American An- 


nex Hotel, 12:30 noon.t{ 
Jobbers Salesmen’s Assn. of Western Pa., Webster 
Hall, Pittsburgh.* 


Candy Production Club of Chicago, Lake Shore 


BRILLIANT Athletic Club, Chicago*—Central N. Y. Candy 
e UNIFORM . STABLE |  Jobbers. Hotel Syracuse, N. Y.*—Chicago Candy 
Club, Maryland Hotel, Chicagoj—Time to plan 
Fall deals. 


Manufacturing Confectioners of Baltimore, Hotel 
Emmerson. 


NATIONAL ANILINE AND - | Assn. of Mfrs. of Conf’y and Chocolate of N. Y.., 
Pennsylvania Hotel, N. Y. C.t—Christmas sam- 

CHEMICAL COMPANY, INC. ples should be ready to go to jobbers for future 
orders. 

40 RECTOR STREET NEW YORK, N.Y. Kansas City Candy Club, Pickwick Hotel*—Re- 

BOSTON e ATLANTA member, the Fall holidays are especially good 
for moulded goods. 

PROVIDENCE SAN FRANCISCO CHATTANOOGA . : : 

CHICAGO CHARLOTTE = PORTLAND, ORE. Sees Sa, See Com eeaey 

PHILADELPHIA GREENSBORO TORONTO, CAN. M Flag Day. 


Branches and Distribut Th hout th Candy Executives and Asst’d Industries Club, St. 
= ae a eal a e World George Hotel, 51 Clark St., Brooklyn* 


New York Candy Club, Inc., Park Central Hotel.* 


St. Louis Candy Salesmen’s Assn., American An- 
nex Hotel. 


Dad’s Day. 
Chicago Candy Club, Medinah, Chicago. 


42nd Convention National Association of Credit 
Men, Stevens Hotel, Chicago. 


Mfrs. of Conf’y and Chocolate of State of N. Y.. 
Pennsylvania Hotel, New York*—Utah-Idaho 
Zone Western Confectioners’ Assn., Salt Lake 
City.* 

American Society of Heating & Ventilating Engi- 


neers Convention, Swampscott New Ocean 
House. 


Pittsburgh Candy Club, Pittsburgh, Pa.* 


Candy Square Club of N. Y. City, Inc., Hotel 
McAlpin.—Extra Summer business can be had 
with cool looking half-pound and one-pound as- 
sortments. 


*Monthly Meeting. *Weekly Meeting. tBi- 
Monthly Meeting. 
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Candy Day at the Race Track 
Last Day of the Convention, Friday, May 28 


A GREAT TREAT is in store in connection with 
our convention. The Washington Park Jockey Club, 
at Homewood, Ill., has let down the bars. It has 
extended an invitation to all those attending the N. C. 
A. Convention and Exposition to attend the races on 
Friday afternoon, May 28. This invitation includes 
not only the delegates but also all their friends, visitors 
and guests. This means that you may invite your cus- 
tomers. You can mingle with them at the race track 
between races. You may also bring your salesmen. 

But this is not all! The races will receive wide pub- 
licity, not only in the press but also over the speaker 
system. We are advised that the Washington Park 
Jockey Club will name races to emphasize that this is 
“Candy Day” at the track. Don’t be surprised to find 
races named “Chocolate Drop,” “Jelly Bean,” “Gum 
Drop,” “Orange Slice,” “Almond Bar,” “Nut Bar,” 
etc. If you have any suggestions please write to the 
Secretary’s Office immediately, so that these names 
may be submitted to the Jockey Club. 

The publicity in and by itself will more than repay 
for the additional day spent by the candy fraternity at 
this pleasant outing. 

We are advised that winning jockeys, in addition to 
the purses usually presented to them, will also receive 
special candy products as prizes. 

On “Candy Day” the Jockey Club will extend the 
privileges of the Club House to all members, guests, 
visitors and friends of the National Confectioners’ 
Association. 

All this is complimentary. The only cost will be 
the tax, which, we understand, will not exceed 50c. 
The Illinois Central Railroad will provide us with a 
special train with streamers featuring it as the “Na- 
tional Confectioners’ Association Convention Candy 
Day Special.” The round trip fare on the Convention 
Special will be approximately 60c. 

A big turnout is expected. This will be an outstand- 
ing event with which to close our 54th Annual Con- 
vention, and it should linger forever in the memories 
of those who take advantage of it. 

Tickets are obtainable from the Secretary’s office 
upon request without limitation—Max F. Burger, 
Secretary. 


(Continued from page 64) 


hygiene of the individual worker. Other articles will 
provide full discussion of uniforms, cleanliness of in- 
dividua! candy handlers, etc. Beyond the fact that 
a covered chocolate is more sanitary than an uncovered 
one, no preference is expressed for particular types 
of covers. 

Metallic covers have been regarded with suspicion 
as sources of such substances as lead, but no danger 
has been proven. The coatings for waterproofing on 
certain transparent wrappers may, in themselves, be 
dangerous, but no proof exists that any toxic material 
is transferred to the confection. 
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FOR BATCHES RANGING 
FROM 5 LBS. TO 300 LBS. 


WDISPLAY MODELS 


For retail stores, summer re- 
1 STYLE B sorts, etc. Capacities from 
Display Model 5 to 25 lbs. directly motor 
driven. 


FACTORY MODELS 


Three Factory Sizes 
50 to 100 lbs. Cap. 
75 to 200 Ibs. Cap. 
STYLE’ D 75 to 300 Ibs. Cap. 


Small Factory 
Size 


TWIN PULLERS 


Specially designed to pull 
two batches at the same time. 
Capacity 15 to 100 Ibs. on 
each side. 


VISIT 
OUR EXHI 
BOOTH 
\ (oe 2 


FORM 6—STYLE R 
Twin Puller 
Cap. 15 to 100 Ibs. 
each side 


HILDRETH PULLING MACHINE CO. 
pap higes ennan S IN PIII wt hed 





FACTORY REBUILT GUARANTEED MACHINES 


all models and sites im atack 


iT SPECIAI Low PRICES 
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maintained 


ANHEUSER-BUSCH 
CORN SYRUP 





TRADE MARKS 
for 
Registration 


% THE following list of trade-marks, pub- 
lished in the Patent Office Gazette for the 
past month, prior to registration, is reported 
to The Manufacturing Confectioner Publishing 
Co., by Mason, Fenwick & Lawrence, Patent 
and Trade-Mark Lawyers, Woodward Build- 
ing, Washington, D. C. 

Manufacturers and dealers in candies, con- 
fectionery and baking products who feel that 
they would be damaged by the registration 
of any of these marks are permitted by law 
to file, within thirty days after publication of 
the marks, a fsrmal notice of opposition. 


FOREVER YOURS, candy. Use claimed since Sept. 23, 


1936, Mars, Inc., Chicago, Ill. 


FIGHT FAN, candy. Use claimed since Sept. 26, 1936, 


Schutter-Johnson Candy Corp., Chicago, Ill 


HERMETIZED, popcorn. Use claimed since May 4, 


1936, American Popcorn Co., Sioux City, lowa. 


CHOO CHOO, confectionery product; namely, candy 
bar. Use claimed since March 15, 1934, by Pearson Candy 


Co., Minneapolis, Minn. 


SMOKERS, chewing gum. Use claimed since October, 
1934, by Mack Huston doing business as Smokers Gum Co., 


Columbus, Ga. 
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( onfectioners : 


On the occasion of your Annual Convention this 
month in Chicago, we desire to congratulate you 
on your progress and the gains of your industry 
— made possible by the high standards you have 
Anheuser-Busch considers it a 


privilege to serve the confectioners of America. 


Anheuser-Busch, 


JIFF-E, preparation for making fudge or other confec- 


Inc. 








St. Louis, Mo., U. S. A. 








eke. Use a since Dec. 15, 1935, Jiff-E Products Co., 

Los Angeles, 

SUCHARD, oie chocolate, chocolate candy, chocolate 
pudding powder. Use claimed since February, 1936, by 
Chocolat Suchard Societe Anonyme, Neuchatel, Switzer- 
land. 

SLEIGH BELLS, frozen confections. Use claimed since 
Aug. 23, 1936, by Joe Lowe Corp., New York, N. Y. 

TOPS, crackers. Use claimed since Aug. 26, 1936, by 
Beech-Nut Packing Co., Canajoharie, N. Y. 

BUDDIE, chocolate flavored syrup to be mixed with milk 
or malted milk, etc. Use claimed since April 23, 1935, 
Preston G. Woolf, doing business as The Buddie Co., In- 
dianapolis, Ind. 

SWISS MAID, chocolate. Use claimed since Sept. 5. 
1936, Wilbur-Suchard Chocolate Co., Lititz, Pa. 

SOUR PUSS, candy. Use claimed since May 11, 1936, 
by Cook Specialty Co., Cleveland, Ohio. 

CORONATION and coach and horse design, biscuits, 
crackers, and cookies. Use claimed since Aug. 31, 1936, by 
Burry Biscuit Corp., Chicago, and Linden, N. J. 

GREAT GUNS, candy. Use claimed since Feb. 10, 1932, 
Hollywood Brands, Inc., doing business as Hollywood 
Candy Co., Minneapolis, Minn. 

ROUND-N-ROUND, ice cream and_ sherbets. Use 


— since Jan. 2, 1936, by Diego Guarding, Brooklyn, 


. KAASE’S and design, cake, pies, french pastries, cocoa- 
nut kisses, fruit kisses, marzipan, candies. Use claimed 
since June 15, 1936, by The Richard W. Kaase Co., Cleve- 
land, Ohio. 

KERNEL CORN, Leads the Parade, and animated fig- 
ure, candy. Use claimed since ag 26, 1922, Butter Cream 
Confectionery Corp., Union City j. 

H. R. H. HER ROYAL HIGHNESS, aperitif waffle 
wafers of rye and caraway, peppermint, caraway, butter, 
brand, etc., rice, rye, etc. Use claimed since Sept. 17, 1936. 
by Rice & Townsend, Los Angeles, Calif. 

GLO, flavoring extracts for food purposes, flavoring 
emulsions for food flavoring purposes, binders and stabiliz- 
ers for use in the manufacturing of ice cream, sherbets, ices, 
confections. Use claimed since March 1, 1936, by Lewis- 
Martin Co., Newark, N. 
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MERCKENS FONDANT 


PROCESS COATING 








20 


Flavor... Not Hunger 


SELLS CANDY 


And the same care and consideration given your centers should be used 


in choosing your Chocolate Coatings. 


Tempt your customers into buying 


MORE. MERCKENS Chocolate Coatings will help. 


Write for samples — Cheerfully furnished. 


MERCKENS CHOCOLATE CO., Inc. 


Buffalo, New York 


BRANCHES AND AGENCIES 
New York City, N. Y. 
Los Angeles, Calif... . 
Boston, Mass 
Chicago, Ill.. 
Salt Lake City, Utah 


25 West Broadway 

.412 West Sixth St. 

NE .131 State Street 

‘Handler & Merchons, ‘tee. 180 Ww. Washington St. 
W. H. Bintz Company 


I ca ge een eos ered Western Bakers Supply Co. 
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GOBBLES, popcorn with cheese flavoring. Use claimed 
ic. 


since Oct. 9, 1936, by The Borden Co., New York, 

LEE- MASTER, candies and nutted crackers. Use 
claimed since June 10, 1935, by Stephen Leeman Products 
Corp., New York, N. Y. 

OLD DOC BROX, candy. Use claimed since Aug. 23, 
1936, by E. J. Brach & Sons, Chicago, IIl. 

CHARMANT, candy. Use claimed since September, 1929, 
Norris, Inc., Atlanta, Ga. 

FULL DRESS, candy. Use claimed 
1935, by Norris, Inc., Atlanta, Ga. 

ENGLISH VILLAGE MINTS and triangular design, 


since December, 


candy. Use claimed since Feb. 5, 1936, by Richard Edwards, 
ISLAND KING, baking powder, sugar, chocolate, cocoa- 
nut, milk powder, nuts, cake flour, whole wheat and rye 
Wissemann & Co., Inc., Richmond Hill, N. Y. 
DENT-L- SAVER, chewing gum. Use claimed since 
Shenton & Co., Jersey City, N. J. 
CUTLETS, nut candies, particularly nut brittle. Use 
Somer- 
ville, Mass. 
SMAK and outline of wrapper, frozen confections. 
23, 1935, by The Smack Corp., New 
York City. 
LORD FAIRFAX, cocoa, etc. Use claimed since June 
Washington, D. C. 
FUDG-PIE, frozen confections. Use me ag since Sept. 
BAZOOKA, candy. Use claimed since a 4, 1937, by 
Brock Candy Company, Chattanooga, Tenn. 
1, 1936, by Ten Crown Gum Co., Inc., Naugatuch, Conn. 
SLIK, chocolate syrup used for flavoring milk. Use 
York Cit 
CHICCOS, and design, chewing gum. Use claimed since 
KOVERITE, chocolate flavor coatings. Use claimed 
since Dec. 14, 1936, by Joe Lowe Corp., New York City. 


Oak Park, Ill. 
malt, etc. Use claimed since Sept. 30, 1936, by Charles H. 
Nov. 30, 1936, by Wm. A. Shenton, doing business as W. A. 
claimed since Dec. 28, 1936, by E. F. Kemp, Inc., 

Use 
claimed since April 
3, 1925, D. C. Unit of Nation-Wide Service Grocers, Inc., 
15, 1936, by Eskimo Pie Corp., Brooklyn, 

TEN CROWN, chewing gum. Use claimed since May 
claimed since Nov. 1, 1936, by Slik Corp. of America, New 
Jan. 11, 1937, by American Chicle Co., Long Island, N. ¥. 

HERMITAGE and house design, candy, chocolates. Use 
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claimed since Dec. 12, 1936, by Waverly Cocoa & Choc, 
Co., Brooklyn, N. Y. 

NEW YORK CLUB, cocoa, etc. 
November, 1935, Old Dutch Mills, Inc., New York City. 

BROWN DERBY, frozen confections. Use cliamed since 
March 1,°1936, by Russell S. Sherer, Akron, Ohio. 

TOP HAT, frozen confections. Use claimed since March 
1, 1936, by Russell S. Sherer, Akron, Ohio. 

FREEZSWEET, ice cream, sherberts, and mousses. Use 
claimed since May 15, 1936, by United Farmers Coop. 
Creamery Ass’n, Inc., Morristown, Vt. 

DAIRY WHIP, chocolate powder. Use claimed since 
Nov. 1, 1935, by Robert A. Johnston Co., Milwaukee, Wisc. 

JAY BEE and J in circle, etc., for butter, candies, glace 
fruits, candied orange and citrus peel, peanut and fruit but- 
ters, cereal breakfast foods, chocolate and cocoa for bever- 
ages, chocolate and cocoa for making candy and bakery 
products, pancake flour, wheat flour, tapioca, gelatine, potato 
flour, marshmallow whip, nuts and nut pastes, pie crust 
preparations, pie fillings, potato chips, popcorn, etc. Use 
claimed since September, 1932, by Jaburg Bros., Inc., New 
York City. 

CRE-MAID, ice cream, 
bread, etc. Use claimed since 
Graham, Seattle, Wash. 

SKIROCKET, frozen chocolate fudge. Use 
since Nov. 5. 1936, by The Borden Co., New York. 

EAT-A-NUT and design, all kinds of salted nut meats, 
salted peanuts, cashew nuts, mixed nuts, etc. Use claimed 
since July 1, 1936 by George D. —e. doing business as 
Eat-A-Nut Products Co., Beckley, W. 

VITA-GLO and horn of plenty, filler’ for break, cakes, 
rolls, biscuits, cookies, ice cream, candy and the like. Use 
claimed since June 10, 1936, Arthur R. Brick doing business 
as Vita-Glo Co., Crosswicks, N. J. 

KOKEY’S candy. Use claimed since Aug. 1, 
Oswego Candy Works, Inc., Oswego, N. Y. 

DROSTE and picture of man, cocoa, chusatate, and rase- 
lates and candies. Use claimed since March 1, 1931, Naam- 
looze Vennootschap droste’s Cacao-En Chocoladefabrieken, 
Haarlem, Netherlands. 

Heraldic shield, mask and feather design. cocoa, 
and chocolate. Use claimed since Jan. 1, 1932, by 
Suchard Societe Anonyme, Neuchatel, Switzerland. 


Use claimed since 


sherbets, ice cream bars, candy, 
June 2, 1936, by M. L. 


claimed 


1936, by 


candy, 


Cholat 
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Taylor Increases Thermometer Visibility 
TAYLOR INSTRUMENT COMPANIES, Roch- 
ester, N. Y., have announced a new themometer tubing, 
known as BINOC, which will give more than twice the 
accustomed angle of vision, combined with high mag- 





New Taylor Thermometer with Improved reading tube and scale. 


nification of the mercury column. Its triple-lens con- 
struction gathers three times as much light and con- 
centrates it behind the mercury column, making the 
column stand out in sharp relief. Confusing empty- 
bore reflections are eliminated by the scientifically deter- 
mined lens angle and extended opaque background. 

The legibility of the new Taylor Industrial Ther- 
mometers is further improved by the bold, black nu- 
merals and graduations on the cream-tinted, non-tar- 
nishing scale. 


Savage Introduces Nut Roll Machine 
SAVAGE BROS. COMPANY, Chicago, will ex- 
hibit at the Exposition their new Sisco Nut Roll ma- 
chine with coater for handling caramels. . It is made in 
two sizes, 24-in. and 30-in. belt widths and can be fur- 
nished as complete unit or without the coating machine 
to be used with hand dipping pans. This machine han- 
dles equally well ground nuts, halved nuts and cocoanut. 


Celluloid Corporation Adds 
Service Division 

CELLULOID CORPORATION, New York City, 
announces that it has organized a Technical Sales and 
Development Division whose primary function is to 
give technical assistance to customers using Protectoid 
transparent packaging materials for packaging applica- 
tions of all types. 

Millard Demarest who has had considerable experience 
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in the Packaging and Plastics Sales Divisions of the 
Company will head the new department. 
Voss Belting Increases Space 

VOSS BELTING AND SPECIALTY CO., 1750- 
1756 Berwyn Avenue, Chicago, Ill., has recently in- 
creased its factory space. With its added facilities Voss 
now has six times the amount of production space the 
firm had when it started in business two and one-half 
years ago. 


Reynolds Metal Co. Features Color 
Photo Printing on Metal Packages 


THE newly perfected gravure printing which makes 
possible reproduction of photographs of any candy prod- 
uct in full natural colors on metal packages will be dis- 
played on packages in the exhibit of Reynolds Metals 
Company, New York City, at the Exposition in Chi- 
cago. 


York Sales Increase 

YORK ICE MACHINERY CORP., York, Pa., 
reports total sales for the six months ended March 31, 
$10,047,000 compared to $6,283,100 for the same period 
a year ago. 


Ludwig Lader, of H. Johnstamm, Dies 

H. KOHNSTAMM & COMPANY, INC., Chicago, 
announces with deep regret the passing of Ludwig La- 
der, 57, who died May 6. Mr. Lader was associated 
with H. Kohnstamm & Co. for more than 36 years, and 
his kindly manner and friendly nature endeared him to 
all who knew him well. The entire organization joins 
with his many friends in extending heartfelt sympathy 
to the members of his family. He is survived by his 
wife, son, and daughter. 





Rotary Pump for Liquids, Semi-Fluids 
PUMPS suitable for use in confectionery plants 
in handling liquids, semi-fluids and pastes have been 
put on the market by Beach-Russ Co., New York 
City. The equipment is low speed and is designed 





CP Rotary Liquid Pump, geared head motor drive, with by-pass. 


to reduce slippage which gives the pump metering char- 
acteristics and should insure much less wear. The 
pump draws a vacuum up to 28-in. hg. when hooked 
up on candy cookers. Known as the CP Rotary pump, 
its principle of operation is very simple, with only two 
main internal parts—rotor and blades. A suction is 
created by each blade as it passes the intake, followed 
by action which discharges the contents. The pump 
is available in geared head, pulley, or any other drive 
desired. 
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Acid Resistant Floor Material 

A NEW product which will now make possible an 
acid-resistant floor has been’ put on the market by 
the Flexrock Company, Philadelphia. ‘Rockeflux” is 











Old concrete floors can be made like new, according to the makers 
of “Rockflux.” Also used for new floors, it is acid-proof. 


the trade name applied to this new product. It is 
used as a total floor over old or new concrete floors 
at l-in. thick. For repairing very little chipping is 
necessary as it may be used at ™%-in. thick. It is 
adaptable to floors subjected to severe wet conditions. 


Fritzsche Offers New Lemon Flavor 

A NEW lemon concentrate has just been announced 
by Fritzsche Brothers, Inc., of New York. As with 
this company’s companion product, Eff-Bee Fivefold 
Orange Concentrate which was introduced with suc- 
cess last year, the new Eff-Bee Fivefold Lemon Con- 
centrate has been made possible largely by modification 
of the original manufacturing process. Thus it is 
claimed that while the fresh, fruity character of the 
lemon oil is substantially retained, its strength, solu- 
bility, and stability are increased; and the cost in rela- 
tion to the original Fritzbro Lemon Concentrate is 
considerably lowered. This latter consideration will 
appeal particularly to manufacturers accustomed to 
using the higher priced Concentrates, but who, because 
of increased cost, now feel that a compromise which 
does not infringe noticeably upon the quality of their 
product is much to be desired. 


Lehmann Refiner Improvements 

THE J. M. Lehmann Co., Inc., New York, will dis- 
play at the Exposition its 913-M Patented High Pro- 
duction Cocoa Nibs Refiner with new style Disc Mill 
mounted on top. Other features are three water cooled 
chilled iron rolls 1534-in. diameter and 39'%-in. grind- 
ing length which gave liquor a fineness equal to that 
obtained from a Triple Mill, with newly dressed stones 
of 500 pounds per hour. Another feature is no 
splashing of liquor. Grinding discs and rolls are cast 
out of especially selected material, insuring minimum 
wear. Uniformity of feed is obtained by special feed- 
ing devices. Magnet to catch tramp iron is attached to 
feed hopper for the nibs. 


Paper Box Manufacturers Meet 

THE National Paper Box Manufacturers Associa- 
tion are holding their 19th annual convention-exposi- 
tion in Cincinnati, May 23 to 26. An exposition of sup- 
plies, equipment and machinery used in the manufac- 
ture of set-up (rigid) paper boxes will be held in con- 
junction with the convention. New types of materials 
and machinery will be shown to the industry for the 
first time. 
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* IF YOU could inspect Hooton’s manu- 
facturing facilities; if you could see the 
care with which Hooton selects and tests 
its raw materials and how scrupulously 
they are fashioned into chocolate coat- 
ings, you would gain a new appreciation 
of how good they are. Don’t gamble with 
coatings. Get plus qualities in the coat- 
ings you buy. Get flavor, smoothness, 
color, uniformity and workability. Get 
Hooton’s. 


HOOTON 


CHOCOLATE CO. 


NEWARK, NEW JERSEY 





Page 71 














VOSS 


ENROBER BELTING 
Batch Roller Belts @ Caramel Cutter Boards 


Let us solve your belt problems. Secure the 
best for less. Backed by 25 years’ experience. 
Long life—smooth and better bottoms assured 
by using our Glazed Enrober Cooling Tunnel 
Belts. Can be had single or double texture — 
black or white finish — all widths. Latest im- 
proved Enrober Canvas Feed and Delivery Belt 
— pliable — sewed on the bias — special Voss 
weave -—- will operate over sharp knife edge. 
Investigate our trial belt offer. Write for sam- 
ples and prices. 














Make our booth No. 38A your headquarters while 
attending the Confectionery Industries Exposition 
and Convention at the Palmer House, Chicago, 
May 24-28. 


SERVICE - SATISFACTION - SAVINGS 


OSS setine & SPECIALTY Co. 


1750-1756 Berwyn Ave. - CHICAGO, ILL. 











Why do so many manufacturers 


come to Lenmann with their 
equipment problems ? 


ERHAPS it is because Lehmann has served them 
well in the past. Technical improvement in the 


cocoa and chocolate industry has been advanced ma- 





Ferguson Case Sealing Machine 

J. L. FERGUSON CO., Joliet, Ill., has introduced 
a new automatic shipping container sealing machine, 
called PACKOMATIC, which is rapidly adjustable for 
handling cases of any reasonable dimensions, and can 
handle from 50 to 1500 cases per hour, depending upon 
the length of the belt compression unit. With this unit 
both top and bottom flaps of packed cases are auto- 
matically opened, glued, folded and sealed. No oper- 
ator is required except to replenish the adhesive in the 
glue pots once or twice a day and when changing from 
one size case to another, which requires about two or 
three minutes’ time. 

The company also has a hand glue case sealer, which 
is equipped with ball bearing steel compression spring 
rollers. Both the top and bottom compression belts are 
motor driven and operate intermittently through a start 
and stop control mechanism. Units are furnished in 
any length from 6 feet up for any desired speed, and at 
any time the automatic gluer can be added. 

Carver Features Latest in Cocoa Presses 

THE latest improved design of cocoa presses will be 
exhibited at the Exposition by Fred S. Carver, New 
York City. The exhibit will include typical layouts of 
modern installations showing production line operation. 


New Material Provides Method for Bacteria 
Control in Air-Conditioning Systems 


EXTENSIVE studies have indicated that bacteria 
control in air-conditioning systems is a protective meas- 
ure that adds another valuable feature to the proven 
health and commercial advantages of air-conditioning. 

In many types of air-conditioning systems, economy 
requires the re-use of the water employed for washing 
or scrubbing the filtered air before it is returned to the 
rooms that are being conditioned. It is a known fact 
that a considerable amount of organic matter from re- 
circulated air is introduced into the re-circulated wash- 
water, providing sufficient food material to allow 
bacteria to grow and increase rapidly. Due to this, 
algae and slime growths accumulate on surfaces directly 
in contact with water, and thus interfere with the effi- 
cient opération of the system. In addition, surfaces of 
coils used for heating and cooling air also accumulate 
deposits and re-infect the washed air, so that air washed 
with water of high bacterial content or that contacts 
bacterial growths on surfaces, becomes a carrier of in- 
fectious organisms detrimental to health. 

Oakite Products, Inc., through its Research Division, 
has developed a new material known as Oakite Airefiner 
that, it is claimed, successfully solves this problem. 
When added to the re-circulating water used to wash or 
scrub air, Oakite Airefiner keeps the wash-water sterile 
and prevents the growth of slime and algae deposits in 


terial!y through the cooperation of Lehmann designers 
and engineers who, on many occasions, have created 
special units to meet special requirements. A notable 
example is the Lehmann cracker and fanner. 


the system. This new material is said to be completely 
soluble, transmits no odor to water or air, and provides 
a stable, colorless solution that is safe and non-toxic. 
It is non-corrosive to metal surfaces, and helps prevent 
water scale formation. Successful use indicates that it 
is extremely economical, only very small amounts of it 
required to destroy bacteria and to keep water sterile. 


We've solved cocoa and chocolate equipment problems 
for more than 100 years. We welcome them. Our 
highly trained, experienced technical staff is at your 
service. 


J. M. LEHMANN & 
COMPANY, Inc. LE 

Established 1834 
250 WEST BROADWAY 


NEW YORK, N. Y. 
Factory: Lyndhurst, N. J. 


Beg Your Pardon! 

IN our last issue it was erroneously reported that the 
Package Machinery Company had moved its sales office 
from New York City to Springfield, Mass. Instead, G. S. 
Mohlman was transferred from the New York office to 
Springfield, while sales and service are still maintained from 
New York. 


The Standard for Quality in 
Machinery Since 1834 
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URGES RETAILERS TO 
Meet With A.R.C. at Cleveland 


(Continued from page 38) 


on every subject of vital interest to retail manufac- 
turers. 

Numerous social activities will offer a wide variety 
of entertainment and fellowship during the hours not 
devoted to Convention sessions. There wi!l be a trip 
to Nela Park, through the great Nela laboratory of the 
General Electric Company; a five-ring barbecue ar- 
ranged by the McNally Doyle organization; special 
luncheons, and a dinner-dance. 


I believe that the contacts and ideas which one de- | 
rives from attendance at the A. R. C. Convention are | 
manifold, dropping all else in order to attend and par- 


ticipate in this friendly, cooperative industry affairs. 
—Conrad Spoehr. 


Edge Moor Iron Works Appoints 


THOMAS J. DILLON, president, Edge Moor Iron | 


Works, Edge Moor, Delaware, announces appointment 
of Russell T. Kernoll as chief engineer of Welded 
Fabrication. 


Mr. Kernoll has had many years’ experience in the | 


fabrication of pressure vessel and welded equipment, 


including handling stainless steels and non-ferrous | 


metals. 


Electric Cookers and Double Boilers 

Electric Double 
tioners, 
above, are offered by Brannon Incorporated, of De- 
troit, Mich. The cooking containers are made of dense, 
non-porous, extra thick, hard wrought aluminum. The 


Cookers and Boilers for confec- 


bases are all porcelain enameled and are easy to keep | 
The heating ele- | 


clean, sanitary, and neat appearing. 
ments are all imbedded in refractory cement and are 
heavily steel jacketed for long life, and are insulated 


Brannon Electric Cooker and Double Boiler 


and highly efficient. All cookers are thermostatically | 
controlled and economical to operate. They can be 
furnished with racks, faucets, or strainers, and can be 
fitted with rings, spigots, and with water gauges. 
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syrup and chocolate processing, illustrated | 


STARCH 


In your gums and jellies 


SEE US AT THE CONVENTION 


In Attendance 


D. P. O'CONNOR N. M. KENNEDY 
HOWARD HORAN WALTER JOHNSON 
J. R. KEARNEY GEORGE HARMS 
G. C. CALLERMAN 
W. G. AHERN 


BOOTH 64 
E NICK & FORD trouc. 


| New York, N. Y. Cedar Rapids. lowa | 
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ANALYSTS 





CONSULTANTS 


@ SCHWARZ 


LABORATORIES, INC. 


Specialists in the 
Chemistry of 
Cacao Products 


MANUFACTURERS OF 


@ LIPEOMETER 


for determining Cocoa Butter 


SCHWARZ LABORATORIES, INC. 








202 EAST 44TH ST. - - - - - - - - NEW YORK, N. Y. 
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TARTARIC 
ACID 
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PFIZER 
QUALITY 


sodium 
CITRATE 
EST. 1849 


PFIZER & CO, i 


Manufacturing 
8i MAIDEN LANE, NEW YORK, N.¥. 
444 W.GRAND AVE., CHICAGO, ILL. 
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Add These to Your Library 


on Candy Information 


EPRINTS are available of the articles appearing in The 
MANUFACTURING CONFECTIONER. Many of these are ob- 
tainable in booklet form. 

They compose a large portion of the current literature of the 
industry. Many manufacturers find them suitable to accompany 
sales messages and also to add to their library of information 
on the candy and chocolate industries. 


Copies of the following are now available: 

“ADVENTURES IN COCONUT CANDIES,” including 
many formulas and suggestions for new pieces, by George A. 
Eddington, Superintendent, Hillman’s Candy Factory, Chicago, 
Ill.—5 cents each. 

“IMPROVED METHODS IN THE MANUFACTURE OF 
FONDANT GOODS,” by H. S. Payne and J. Hamilton, Carbo- 
hydrate Laboratory, Bureau of Chemistry, U. S. Dept. of Agri- 
culture.—20 cents each. 

“THE HOW AND WHY OF A THOUSAND ACCI.- 
DENTS IN CANDY FACTORIES,” by Joseph E. Magnus. 
—5 cents each. 

“STEAM JET REFRIGERATION AS APPLIED TO 
THE CANDY INDUSTRY,” by John R. Moore.—5 cents 
each. 

Also now available—“THE PROBLEM OF CHOCOLATE 
FAT-BLOOM,” a book by Robert Whymper, an international 
authority on chocolate manufacture.—$2.50 per copy. 

“QUALITY CARAMELS ON A VOLUME PRODUC. 
TION BASIS,” by Talbot Clendening.—10 cents each. 


Send for your copies now! 


The Manufacturing Confectioner 
400 W. Madison Street Chicago, III. 

















for 
PECTIN CANDIES 


COMPLETE - READY TO USE 


SPEAS MFG. CO.--K.C.MO. 
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CONFECTIONERS’ BRIEFS 





Henry Gertenrich, formerly with Fred W. Amend Co., 
Danville, Ill, is now superintendent at George Ziegler Co., 
Milwaukee. 

E. R. Wood, manager of the Pan Factory, National 
Candy Co., Chicago, has been appointed divisional manager, 
W. M. Cribbs, formerly with Pan Factory as specialty man, 
is now manager of Veribrite Factory. Jim Pugh has taken 
over position formerly held by Mr. Cribbs. J. Louis Rubel 
has resigned as general manager of Veribrite Factory. 


William Wrigley Jr. Co. and Subsidiaries, Chicago, re- 
port for March quarter net profit of $1,781,166, equal to 90c 
each on 1,959,467 no-par capital shares. Net profit was 
$1,541,164 or 78c a share. 


Lawrence E. Goulet, formerly general sales manager of 
Illinois Candy Co., Chicago, voluntarily severed this con- 
nection to associate himself with the Foell Packing Co., 
Chicago, in a similar capacity. 

Kraft-Phenix Cheese Corp., Chicago, has announced a 
new panned piece, Carmellettes, soft chewy caramels coated 
with chocolate, nugget size. 





John H. Dockman, former president of the John H. 
Dockman & Son, Baltimore, Md., candy firm, died April 26. 
His son, Louis A. Dockman, is president of firm. 





Dye Candy Co., Kansas City, Mo., is expanding and will 
occupy a 5-story building containing 32,000 square feet of 
floor space. The firm serves the Middle West for several 
large chain store organizations. 





Rigney Candy Co., Inc., Brooklyn, N. Y., filed a petition 
for rorganization under Section 77-B of the Federal Bank- 
ruptcy Act in Kings County, N. Y. Liabilities are listed at 
$279,339.31 and assets were placed at $366,184.10. With the 
filing of the petition, R. W. Barnum resigned as sales man- 
ager. 

Rockwood & Co., Brooklyn, N. Y., has added 10c cello- 
phane bags of chocolate covered peanuts and raisins as 
companion items to its bag of mint flavored chocolate 
wafers. 





Loft, Inc., and subsidiaries, Long Island City, N. Y., re- 
port for the March quarter a net loss of $143,719 against 
loss of $224,498 for 1936. Net sales rose to $2,571,828 from 
$2,502,256. 

Loft, Inc., had brought action against Charles G. Guth, 
a former president, and his 52,000 shares of Loft, Inc., are 
now for sale with a brokerage concern. The 52,000 shares 
represent a controlling interest in Loft, Inc., 100,000 shares, 
are outstanding. 


Frank G. Shattuck Co., and subsidiaries, New York City, 
report for March quarter net profit of $179,885, equal to 
14c each on 1,269,170 shares of capital stock, excluding 
shares held in the treasury. Net profit for same period in 
1936 was $115,532 or 9c a share. 


Henry Heide, Inc., New York City, has begun a con- 
sistent schedule of consumer advertising in the New York 
City newspapers. The campaign will include general insti- 
tutional advertising, alternating with the promotion of such 
specific products as Heide Assorted Jujubes and Licorice 
Pastilles. 


The Candy Executives’ Club of New York City held a 


special open meeting with entertainment on April 20 at the 
St. George Hotel, Brooklyn, for 200 members and guests. 





America’s first major health food show, the Health Food 
and Appliance Exposition, will be held at the Coliseum, 
Chicago, May 21 to 25. 
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information. 


John Sheffman 
152 W. 42nd St. 
New York, N. Y. 





The 


KOOLD” 


Chocolate Cooling Conveyor 


and Dry Air Conditioner similar to those 
shown above are now used by many leading 
confectionery and biscuit manufacturers. 
See us at the candy convention at the 
Palmer House, Booth 30, for complete 


ECONOMY EQUIPMENT COMPANY 
538-40 W. Pershing Rd. Chicago, III. 


Bakers Service, Inc. 
507 East Third Street 
Los Angeles, California 











Modernize 
Your 
F actory! 


with 


STAK-Ezy 


ALL STEEL 
STARCH 


"= TRAYS 


No Splinters- No Nails 


Non-Slipping — Sanitary — Fireproof 


Will stack and work on moguls 
with wooden trays — per- 


mitting 


gradual replacement 


T.C. WEYGANDT CO. 


167 Duane Street, New York, N. Y. 


Sole Distributors for United States 
Mfr’d under Pat 1,994,664 (other patents 
pending) by Currie Mfg. Co., Chicago 












Make Your Own 
Powdered Sugar 


— it a saving! 











You can save money 
and have fine, fluffy, 
powdered sugar by 
pulverizing your own 
sugar in a Mikro-Pul- 
verizer. Dustless, no 
fans, cyclones or sep- 
arators. Low power 
costs. Small floor 
space. Savings pay 
for pulverizer. Let us 
send you the facts. 


Visit Booth 41 


at Corfectionery Indus- 
tries Fxposition, Chicago, 
Ill., May 24-28 


PULVERIZING 
MACHINERY 


co. 
127. Valley Road 
Roselle Park, N. J. 


Reg. U. 8S. Pat. Off. 


Life Savers Corp., and subsidiaries, Port Chester, report 
for March quarter: Net income, $234,647, equal to 67c each 
on 350,140 shares of $5-par tapital stock, compared with 
$154,498, or 44c a share a year before. George W. Posthill 
was elected a director of the corporation at the annual 
meeting to succeed S. W. Edlund. 


The Shoot Chocolate Co., 419 High Avenue, Cleveland, 
wlil move to the third floor of the Ontario Building, 1270 
Ontario Avenue, late in June. Added equipment and re- 
modeling will cost approximately $10,000. 


The D. L. Clark Co., Pittsburgh, Pa., has reported for 
1936 a net income of $10,000 equal to 3c a share on 300,000 
capital shares, compared with net income in 1935 of $40,659 
or 14c.a share. 

Hershey Chocolate Co., and subsidiaries, Hershey, re- 
ported a consolidated net income for the first quarter, 
$1,356,152, equal to $1.21 a share on the common stock. 
This compares with $1,218,687, or $1.01 a share in the same 
quarter in 1936. 


Vitamin Candy Co., Providence, R. I., have announced 
that they will start distribution of a 5c cluster of Dionne 
pops. 


Erwin Tax, Kate Tax and Esther T. Moshar have incor- 
porated the Betsy Ross Candy Shops, Milwaukee. The 
incorporated capital is $10,000. 


T. F. O’Rourke, who has been for several years with the 
Cleveland offices of the Beech-Nut Packing Co., has been 
named Chicago confectionery sales manager, succeeding 
the late Billy McCoy. 


Al Herz, of St. Louis, has just opened a new shop in one 
of the down-town St. Louis office buildings. 








CONFECTIONERS... 
Specify your sugar 
packed in 


MULTI-WALL 
PAPER BAGS 


See this clean, eco- 
nomical bulk sugar 
package at the N.C.A. 
Convention, Booth 50 

and learn why. 


ST. REGIS PAPER COMPANY 
230 Park Avenue 
New York, N. Y. 


BETTER AIR CONDITIONS 
"BETTER CHOCOLATES 


Adverse weather 
conditions don’t 
worry Louis Sherry, 
Inc., Long Island 
City. They know 
that temperature 
and humidity in 
their plant are ideal 
for chocolate mak- 
ing ... thanks to a 
Sturtevant Air Con- 
ditioning System. 

“Graying” of choco- 
lates is eliminated 
... Controlled dry- 
ing assures a quick 
set. Conditioned 
air, sealed in at the 
final wrapping, 
brings chocolates to 


the customer in per- 
fect condition. 
Without the bene- 
fits of conditioned 
air, your product is 
handicapped in to- 
day’s stiff competi- 
tion. Let us put our 
long experience in 
the candy industry 
to work on your 
problem. 


Sturtevant 


(TER VAAL LOA LG 


COOLING & AIR CONDITIONING CORP. 


(Division of B. F. Sturtevant Co., Hyde Park, Boston, Mass.) 


230 No. Michigan Ave.., 
Chicago, Il. ‘ifMi) ATLANTA CAMDEN CHICAGO GREENSBORO 
Yay LOS ANGELES NEW YORK 
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@ SUPPLIES 
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@ MERCHANDISING 





THIS SECTION APPEARS MownrTHLY IN THE 
MANUFACTURING CONFECTIONER 











At the Exposition (may 2-2) 
be sure 
to see these two Machines 











The Model 42-B Plastic Cutting and Wrapping Ma- 
chine is the most advanced machine of its typeeverintro- 
duced in this country. It is designed to cut and wrap 
caramels, toffee, or similar types of candy in fold-wrap 
style (heat sealed). Fed in the form of a plastic rope, 
candy is sized by two pairs of continuously revolving 
feed rolls, and is cut off to the required length by a rotary 
knife. The machine is easily adjusted for various sizes. 

All main working parts are enclosed in a box frame 
and are running under an automatic oil spray. All wrap- 
ping parts, on the other hand, are outside this frame, 
open to view, and easily accessible for cleaning or 
adjustment. 

Exceptionally rugged, the 42-B is built for efficient, 
dependable production at high speeds. Delivery may be 
controlled from 250 to 500 per minute. Weight— 
approximately one ton. Floor space—approximately 
4 ft. by 4 ft. 9 in. excluding packing table. 


The Model 22-B Wrapping Machine wraps hard 
boiled goods and soft center candies in a great va- 
riety of shapes and sizes—cylindrical pieces, short 
sticks, square toffees, small-sized pops, etc. The ma- 
chine handles transparent cellulose, reinforced foil, 
and numerous other types of wrapping material. 

This wide scope makes it possible to introduce new 
products in new styles of wrapping—a real selling 
advantage. And both dealers and the public now want 
individually wrapped pieces. 

A printed understrip may be used with a transparent 
wrap, if desired. Hand-knob adjustment affords simple 
control of tightness of wrapping . . . (such an adjust- 
ment is advisable when changing from one type of 
wrapping material to another). 

The 22-B requires but one operator. With easy disc 
feeding device, an experienced operator can feed as 
high as 150 pieces per minute. 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 


NEW YORK 
MEXICO, D. F.: Apartado 2303 


CHICAGO 


CLEVELAND LOS ANGELES 
Peterborough, England: Baker Perkins, Limited 


Melbourne, Australia: Baker Perkins, Pty., Ltd. 


PACKAGE MACHINERY COMPANY 
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THE MANUFACTURING CONFECTIONER 





CANDY PACKAGING 
ANID MERCHANDISING ANDS 


A SECTION DEVOTED TO BETTER PACKAGING AND MERCHANDISING METHODS 





A Vital Factor in Sales 


THE APPROPRIATE PACKAGE 


*By NEVIN I. 


RE you hurting your sales by the quality of your 

packages? Many package goods manufacturers 
could profit by asking themselves this plain question, 
and deciding the answers by a searching examination 
of both the appearance and quality of their packages 
and contents. 

This is not merely an imaginative or theoretical ques- 
tion. It arises as a practical reaction from our exami- 
nation of more than fifty $1.00 boxes of chocolates 
submitted by firms in all parts of the country to the 
Quarterly Packaging Clinic held by The MANUFACTUR- 
ING CONFECTIONER’S Packaging Board in our publising 
offices on Friday afternoon, April 16. The reactions 
and constructive suggestions of the Packaging Board 
on a number of these individual packages are published 
in succeeding pages of this issue. 

We find numerous examples of packages which un- 
questionably have an adverse effect upon their own 
sales. These fall into two types of packages; either 
type hurts the manufacturer. The first is the box which 
is of much finer quality than its contents. The second 
is the package in which the contents is far superior to 
the exterior appearance. We shall discuss each type 
briefly in the paragraphs that follow. 

Most all manufacturers today recognize the sales 
value of an attractive package. But many mistakes are 
made in deciding the design and character of the box 
which is to lure the consumer’s dollar. Fundamentally, 
this is probably due to a characteristic weakness of man- 
kind in his general inability to strike a happy medium. 
His tendency is toward extremes in one direction or 
another. Thus, the confectionery manufacturer, when 
left to his own devices, frequently over emphasizes the 
external appearance of his package and minimizes the 
quality of its contents, or visa versa. Since the average 
manufacturer or sales manager is not a natural born 
artist, it is not surprising if he does not know a good 
package when he sees it. He must either engage the 
services of a capable package designer or take what he 
can get from various package suppliers and arrive at 
his conclusions by the costly trial and error method. 
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A successful sales package is an appropriate package. 
From our observations of hundreds of packages that 
have been submitted to our clinics, and from close con- 
tacts with the retail merchandising outlets, it is apparent 
that about 90 per cent of the candy manufacturers are 
ignoring this cardinal principal—appropriate packaging. 
Of course it must be admitted that many products at- 
tain comparatively large sales volumes with inappro- 
priate or otherwise faulty packages, but who can dis- 
prove the contention that their sales might be even 
greater with these faults corrected ? 


What Is an Appropriate Package? 


In support of the sales value of the appropriate pack- 
age is the record of numerous packages which have an 
attractive appeal and combine quality both on the ex- 
terior and within the contents, in proper relation to the 
price range, so that the consumer will be satisfied with 
what he receives in eye appeal, quantity, and quality. 
These packages do not misrepresent their contents, nor 
do they fall short of measuring up to the quality of 
their products. In short, they truly reflect the merit 
of their products, and since the consumer gets his 
money’s worth these packages maintain good sales. 

The package which gives the outward appearance of 
containing good quality candy within, but which actually 
contains low grade merchandise is deceiving the con- 
sumer and hurts the manufacturer. We all know that 
a disappointed consumer does not make a good repeat 
customer. An intriguing package is desirable, but it 
should not cost so much that it becomes necessary to 
rob the quality of the contents in order to pay for it. 

The anxiety of the manufacturer to make sales has 
caused many to over emphasize external appearance. 
with the result that we find numerous packages offered 
at modest prices which look like much higher class mer- 
chandise, but which cannot possibly contain candies 
that measure up to the pretext of their wrappers. A 
package can be well designed and appealing without 
being costly. If the cost is down to proper proportion, 
obviously better quality goods can be offered at the 
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price. This will make an appropriate combination with 
the desired appeal and value. 


When the Contents Is 
Better Than the Package 


We find many packages, on the other hand, repre- 
senting the second type of package which retards sales 
—the package whose design and appearance is not 
equal to the high quality of the contents. These are 
offered by manufacturers that are more quality con- 
scious than merchandising minded. They are turning 
out excellent confections but packing them in mediocre 
boxes. The result is that the closed package does not 
reflect the high quality of their contents, and the con- 
sumer who is unaware of the merit of these candies is 
not pursuaded to purchase them. This applies par- 
ticularly to package goods of the wholesale firms, as 
few retailers display them open and practically none 
“sample” this merchandise. 

To such manufacturers, we ask, Why don’t you tell 
the consumer how good your candy is by the appear- 
ance of your package? If your package does not meas- 
ure up to the quality of its contents, you are “hiding 
your light under a bushel.” 

We have examined a number of boxes of high quality 
chocolates recently that were of this character. The 
boxes were made of high class materials and had an 
atmosphere of quality about them, but their designs 
were so conventional and ordinary that they failed to 
attract more than a passing interest. The chocolates. 
the box findings, and the arrangement of the assort- 
ments, however, were of very high merit. If these 
packages were improved in design, undoubtedly their 
sales would mount considerably. 

The importance of appropriate packaging, which is 
suited to the product, has other ramifications besides 
properly reflecting the quality of the contents, and these 
likewise should be kept in mind. For example, such 
factors as the tvpe and pattern of the wrapper and the 
colors employed in printing the design. Since candy is 
a food, it stands to reason that all decorative elements 
should be appropriate to creating appetite appeal. 
Wraps with a wall paper effect in their pattern are 
hardly suggestive of candy when used on a box of 
chocolates. ._Nor are some colors appetizing when used 
in large masses in the box designs. Also the delicacy 
of design treatment is another factor, as well as the 
type of container used. All of these points should be 
regarded when considering the anpropriateness of the 
candy package. They have a direct bearing on suc- 
cessful sales. 


Premium Show Held, Chicago 
Candy Merchandisers Attend 


THE Seventh Annual National Premium Exposition 
held, May 3 to 7, at the Palmer House, Chicago, was an 
outstanding success, according to representatives who 
attended. A number of buyers from candy manufac- 
turing firms were on hand as usual, to make selections 
from the merchandise booths. 

The three “Symposiums,” featuring of Retail Deal- 
ers, Children, and Women, discussed the broad phase of 
“premiums” from their respective viewpoints, based on 
their own experiences and observations. 

Among the exhibitors serving the candy industry 
were the following: American Can Company, New 
York City; Edward Katzinger Company, Chicago ; The 
Master Package Corp., Owen, Wis.; Nussbaum Nov- 
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elty Co., Berne, Ind.; and West Bend Aluminum Co., 
West Bend, Wis. 

A highlight was the address by the Association’s Gen- 
eral Counsel, Charles Wesley Dunn, entitled “Pre- 
miums and the Law,” an up-to-date explanation of the 
legal status of premium advertising under New Deal 
legislation. 

C. C. Younggreen, of Reincke-Ellis-Younggreen & 
Finn, Inc., Advertising Agency, Chicago, talked on the 
subject “The Advertising Agency’s Present Conception 
of Premiums.” Wayde Grinstead, Director of Sales 
Promotion, Chicago Office, Columbia Broadcasting Sys- 
tem, discussed “Facts and Fancies in Radio Merchan- 
dising.” 


A Few Package Pointers 


Suggestions on How to Economize and 
Increase Sales 


There are many ways of saving expense in candy 
packaging without sacrificing attractive appearance. 
Frequently we find costly features incorporated in one 
part of the package when other important parts are 
unduly slighted. And in many cases these slighted 
features lend a cheapening effect to the entire package, 
standing out as a detriment which overshadows the 
costly features. 

For example, excessive use of colors, padding, and 
embossing on box tops sometimes forces the manu- 
facturer to adopt economy measures throughout the 
remainder of the box and its findings, to the extent 
that the interiors appear very uninviting and cheap 
looking. 

A box to be handsome does not necessarily need to 
be printed in several colors. Some of the most at- 
tractive high-class boxes examined in the recent Candy 
Packaging Clinic of this publication were printed in 
but one or two colors. The character, appeal, legibil- 
ity, and use of colors are of prime importance in ob- 
taining an affective package. Not merely the num- 
ber of colors employed. 

Some packages obtain striking effects with only one 
color (black), but they have an attractive design 
which makes the most of the possibilities of em- 
bossing and +a colored wrapper, such as_ gold 
metal foil. The $1.50 Zodiac box of Robert A. 
Johnston Co., Milwaukee, Wis., is an _ excel- 
lent example of this judicious use of design and 
materials. It made possible the incorporation of other 
interesting effects in the box, which spread the ex- 
pense over a number of places that lend an atmos- 
phere of quality and class to the box—such as a hinge 
lid, extension edges, attractive gold edged top tray 
and dividers, etc. 

Embossing, however, is not essential to a high class 
box. It can be eliminated without a sacrifice if the 
other features are sufficiently attractive to take the 
place of it. This is likewise true in regard to padded 
box lids, and layer padding with the firm name em- 
bossed. Often these costs can be put into other ele- 
ments in the box, or its assortment, to better advan- 
tage. The factors in box candies which are most fre- 
quently unduly slighted are the dividers and bottom 
layers. By exercising wise economy and care in de- 
ciding the other elements of the package, usually it 
is possible to include dividers of reasonably good qual- 
ity and design, and also give the bottom layer an ap- 
pealing assortment and appearance. 
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HARD CANDY TOFFEE — CHEWING GUM 


They re all the same 
to the 


ROSE ALBION FLYER 


Consider its versatility—it is possible to wrap a variety of 
candies successfully on this machine including “Hard Candy” 
products which are such a profitable item at this season. 


Wrapping materials may be of either waxed-paper, glassine 
or transparent cellulose, with or without an understrip, an 
added feature in emphasizing the attractive appearance of 
your product. Let us tell you more. 


See 


This machine in op 
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AMONG THOSE EXAMINED AT THE APRIL 16 


CANDY PACKAGING 


CLINIC 


CONDUCTED BY CANDY PACKAGING BOARD OF THE MANUFACTURING CONFECTIONER 


Clinic Meetings of the Packaging Board are held Quarterly at M. C. Chicago Offices on 15th of the following months: January, April, July, October 





SELECTED FOR AWARD OF RECOGNITION 
Two $1.00 box chocolates selected for recognition at the recent Candy Packaging Clinic. Both are modern 


in design and possess originality and individuality, with good display values. 
Chewy assortment by Robert A. Johnston & Co., Milwaukee, Wis. 


At left is a Hard and 


It is lithographed in red, black, 


and trimmed with gold, part of which is embossed. Lettering is in white. @ At right is a Milk Choco- 


late box by Henry C. Garrott, Inc., St. Paul, Minn. 


It has a pleasing design printed on white paper em- 


bossed in pin-point pattern. Colors are blue, silver and red. Both were wrapped in Cellophane. 


Foil Box Chocolates 

1 lb.—$1.50 

Selected as Outstanding 

CODE 5137—Description: Two-lay- 
er set-up hinged cover, extension edges, 
covered with gold foil paper with de- 
sign printed in black, gold embossed. 
Contents printed on white card insert- 
ed outside under bottom between cel- 
lophane wrapper. Sealed with red cel- 
lophane tape diagonally across corners. 
Very attractive. 

Design: Excellent Zodiac treatment, 
including firm name on top and sides. 
One of the most attractive candy boxes 
in this price class. Good use of em- 
bossing. Too often we find embossing 
overdone, which makes many boxes 
look garish. The only criticism is that 
the dates in the outside edge are too 
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heavy in weight and are confused with 
the rest of the design, giving a jumpy 
effect. 

Colors: Good effect with one color. 

Originality: 
viduality. 

Box Findings: Embossed padding, 
cellophane sheet, gold pyroxlin coated 
half liner with tapered ends. Gold 
edged dividers in both layers, arranged 
diagonally with beautiful effect. Top 
layer in tray, brown layer board in bot- 
tom. of both layers. Brown glassine 
cups. Nice effects. 

Appearance on Opening: Very fine, 
colorful yet in good taste. Chocolates 
coated in Swiss and sweet vanilla choc- 
olate. Strings very fine with lots of 
character; colors good, gloss fair. 
Three foil pieces in top layer, 1 cup, 2 


Excellent; has _ indi- 


THE 


dragee tops, 1 pecan top, 2 half dipped 
almonds, 3 Jordan almonds, 4 half 
light and dark chocolates, 1 Cellophane 
pistachio. Bottom layer similar to top, 
equally as colorful. 

Sales Appeal: Outstanding. 

Display Value: Good from all angles. 

Remarks: It is a pleasure to see so 
much pride and care taken in giving 
such an outstanding box in both exte- 
rior and interior design. Attractive 
printed gold and black Zodiac Lunch- 
eon insert folder is included. 


Box Chocolates 

1 lb.—$1.00 

Selected as Outstanding 

CODE 5237—Description: 
graphed set-up two-layer box in plaid 
design on white litho paper. Padded 


Litho- 
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CODE number refers to name of manufac- 
turer. Each firm is notified accordingly. 





top. Extension edges, bottom exten- 
sion yellow for effective trim, harmo- 
nizing with yellow lines in the plaid. 
Contents printed on white card under 
bottom between Cellophane wrap, 
which is sealed with red Cellophane 
tape diagonally across corners. 

Design: The colorful design and ar- 
rangement are excellent. Instead of the 
red tape, if a softer color were used it 
would enhance appearance of the whole 
package. Use of red seems overdone, 
thus lending somewhat cheapening 
effect. 

Box Findings: Embossed padding, 
cellulose sheet, embossed cellulose half 
liner, diagonal dividers in yellow in 
top layer tray; white dividers in bot- 
tom. Brown layer board in bottom of 
top tray. Tissue padding between 
trays. Brown glassine cups. 

Appearance of Pack: Superb. One of 
the finest appearing contents of any 
$1.00 box examined by the Packaging 
Clinic. Unique arrangement of top lay- 
er obtained by use of dividers—rec- 
tangular center, diagonal ends. Pieces 
in center compartment in each layer 
are miniatures. Contains wide assort- 
ment 60 chocolates in vanilla and Swiss 
coatings, 2 foil cups, 4 Jordan almonds, 
2 small cellulose twists of yellow and 
green cachous. Bottom layer similar. 
Base of box and top tray with dividers 
in yellow coated paper gives nice ef- 
fect. 

Sales Appeal: Good. 

Display Value: Cood. 

Remarks: Colorful and unusually 
neat looking. Outstanding in appetiz- 
ing appeal when open. 


Box Chocolates 

1 lb.—$1.00 

Selected as Outstanding 

CODE 5337—Description: Two-layer 
set-up box, lithographed in red, black 
and gold with white lettering showing 
through. Gold is embossed. Extension 
edges; bottom edge in gold for trim. 
Modern and attractive, wrapped in cel- 
lulose. Contents on white card under- 
neath. 

Design: Excellent use of color and 
design. Lettering in good taste and 
legibility. An example of design re- 
duced to the utmost simplicity, ex- 
ecuted dynamically. 

Box Findings: Embossed padding, 
cellulose sheet. Top layer in white tray 
with center tray compartment wrapped 
in cellulose and tied with wide yellow 
satin ribbon with rosette. Bottom layer 
has white dividers in diamond arrange- 
ment. Brown glassine cups. 

Appearance of Pack: Good, has indi- 
viduality. 43 pieces in light and dark 
coatings. 2 pieces in gold foil. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: A showy box in modern 
treatment without being gaudy. 
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SELECTED FOR AWARD OF RECOGNITION 
This round two-pound tin assortment for $1.00 by Helen Harrison Candies, Inc., Chicago, 
IIL, is lithographed in white with blue trim, and yellow and green tulips on light blue back- 
ground on the lid. The design and assortment of home mades combine to present a 
fresh appearance. 


SELECTED FOR AWARD OF RECOGNITION 
The above redwood box. featured by Dr d Company. Cambridge. Mass., is covered with 
embossed gold foil in elaborate design. Buff is printed as the background for the emboss- 
ing which shows through. A good design. suggesting a jewel box in the 18th Century 
style, with picture mounted on padding and protected in cellulose window. Conveys idea 
of refinement and good taste. A re-use box of chocolates retailing at $1.50 per pound. 
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M. C. Experts Serving This Industry Third Year in Quarterly Clinics 


Omission: E. M. Johnson 
No photo 


GEORGE A. EDDINGTON 


MEMBERS OF THE BOARD 
CANDY PRODUCTION— 


George A. Eddington, Factory Manager. 


De Met's Chicago, Ill. 


Edward M. Johnson, Confectionery Engi- 


neer, Chicago, Ill. 


Conrad Spoehr, Candy Development 
Consultant, Chicago. 


CANDY MERCHANDISING— 
Frank H. Anderson, Automatic Canteen 
Co. of America, Chicago, Ill. 
B. F. Young, Candy Retail Sales Man- 
ager, Sears Roebuck & Company. 


PACKAGE DESIGN— 
Ernst A. Spuehler, Package Designer 
and Consultant, Chicago, Ill. 


PACKAGE WRAPS— 

Theodore Lax, Midwestern Manager. 
Bennington Wax Paper Co. and Ben- 
Mont Fancy Papers, Inc., Bennington, 
Vermont. 

Verne C. Field, Box Paper Division, 
Dwight Brothers Paper Co., Chicago. 


BEN F. YOUNG 


Omission: Verne C. Field, 
and Frank H. Anderson 
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SELECTED FOR AWARD OF RECOGNITION 


A study in one-pound boxes of chocolates selected for recognition by our Packaging Board for the fine 
character and appearance of their contents. The box at the left is a $1.00 assortment of Miniatures by 
Durand Company of Cambridge, Mass. The lid is metal foil covered, box has embossed bond paper 
doily, embossed glassine liner in floral design, and gold edged dividers. Rich chocolate with gloss and 
strings that show care in making the pieces. @ Box at right is a $1.50 Variety assortment by Norris. 


Inc., Atlanta, Ga. Color scheme of the package is purple. 
able trays. each two layers deep. 


The chocolates are packed in three remov- 
The middle tray has a narrow section in center, containing two gold 


foil pieces with purple printed bands and four Jordan almonds. The light and dark chocolates contrasting 
with the gold edges of the box make an alluring appearance. 


Round Chocolate Box 

1 Ib.—$1.25 

Selected as Outstanding 

CODE 5437—Description: One-layer 
round set-up box, lithographed in red, 
gold embossed, and black on white 


litho paper, with white showing 
through in design. Extension edges. 
Tied with wide white satin ribbon ar- 
ranged diagonally across face of box. 
Wrapped in cellulose. Contents on 
white card under box. 

Design: Excellent effect, in modern 
simplicity and smartness. Lettering 
legible and nicely placed. 

Sales Appeal: Unusually appealing. 

Display Value: Remarkably good. 

Remarks: Good treatment for a gift 
or party box of chocolates. 


Foil Box Chocolates 

1 lb.—$1.50 

CODE 5537—Description: One-layer 
telescope set-up box, extension edge 
top and bottom. Padded lid covered 
with gold foil, printed in 3 colors and 
embossed. Base of box covered with 
black enamel paper. General effect im- 
pressive. Box wrapped in cellophane. 

Design: The design as a whole seems 
excellent, although somewhat garish, 
due to the heavy scroll decoration 
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which appears rather overdone. This 
accentuates the contrast with the sim- 
plicity of the black fly sheet inside 
the box. Greater appeal might be ob- 
tained if the scroll work were redaced 
in weight. 

Colors: Effective use of colors ob- 
tained by printing the ivory back- 
ground over the gold foil on top of lid. 
Foil shows in the design and around 
side of lid. Beautiful contrast with 
black base. 

Box Findings: Very attractive black 
enamel fly with gold embossed firm 
emblem, corners of sheet tapered. Em- 
bossed white padding with firm name. 
Brown dividers and brown glassine 
cups. 

Appearance of Pack: Interesting but 
arrangement of gold _ foil-wrapped 
pieces to form the letter “S” diagonally 
in the box tends to subordinate the 
other pieces to this dominating idea— 
which detracts rather than adds to the 
quality appeal of the assortment. 

Sales Appeal: Exterior appeal is im- 
pressive to certain class of trade. Con- 
tents not up to $1.50 standard. 

Remarks: Box is too flashy for this 
price range. Cost of box has robbed 
quality from the candy. Fewer foiled 
pieces would make assortment look 
larger and be in better taste. Better 


quality binding tape on corners of rec- 
tangular dividers would improve ap- 
pearance of findings. 


Wooden Box Chocolates 
1 lb.—$1.50 

Selected as Outstanding 

CODE 5637—Description: Redwood 
box covered with embossed gold foil, 
on which is printed a cream tint, highly 
ornamented with the foil showing 
through in the embossed design. Litho- 
graphed scene on the lid is mounted on 
padding and celluloid covered, resem- 
bling a framed picture. Box is intended 
as a re-use container, trinket case style. 
Wrapped in cellophane. 

Design: Excellently executed filigree 
design, giving effect of 18th Century 
period jewel box. Conveys the idea of 
refinement and good taste. Name plate 
of the firm is nicely handled like an 
inscription inserted in the frame below 
a valuable painting. This is a small 
gold embossed sticker mounted on the 
cellophane below the picture, thus pre- 
serving the box. 

Colors: The neutral tone blends well 
with the full-colored picture. 

Box Findings: Embossed padding, 
fine quality glassine liner, opening 4 
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ways; embossed in floral design. Small 
brown glassine cups for miniature 
choclates. 

Appearance of Pack: Good, although 
assortment could be a trifle more elab- 
orate at this price. High quality foil 
on two pieces in top layer is a point of 
good taste. Finish on chocolates and 
quality very good. 

Sales Appeal: Good. 

Display Value: Has quality appear- 
ance, in keeping with merit of the con- 
tents. 

Remarks: Well done. A foil liner in 
addition to the glassine liner would en- 
rich the package when open. Interior 
needs embellishment. 


Box Chocolates 

1 Ib.—$1.00 

Contents Outstanding 

CODE 5737—Description: Telescope 
set-up box, extension edges. Two lay- 
ers. Lid covered with embossed gold 
foil, padded top. Design printed in 
black, with gold embossing. Box tied 
with yellow and black ribbon. Exten- 
sion of base printed in gold, contents 
of box printed on bottom. Wrapped in 
cellophane, with gold embossed seals 
at ends. 

Design: This could be improved. The 
black contrasting with gold shows up 
the faults of the design. The firm em- 
blem within the shield is more attrac- 
tive than the shield and would be an 
improvement if used in place of the 
shield. li the design were less ornate 
and had less embossing, it would add 
distinction. 

Box Findings: Nicely arranged. Bond 
paper doily with firm name and em- 
blem embossed in center gives high 
class impression upon opening. Other 
findings are of equally good taste,— 
embossed padding, embossed box edg- 
ing, embossed glassine liner in floral 
design embossed, gold edged dividers 
in diamond arrangement, brown glass- 
ine cups. 

Appearance of Pack: Outstanding. 
Rich cholocate coating, with fine lustre 
and stringing which show care in mak- 
ing the pieces. Two pieces in good 
quality embossed foil, 4 dragee tops, 
4 half-dipped almonds. 

Sales Appeal: High class and well 
worth $1.00. 

Display Value: Splendid when open. 
Ordinary when closed. 

Remarks: In the board’s opinion the 
interior of this box is everything that 
a dollar box should be. Design of the 
lid, however, is not in the class with 
the contents. The logotype of the firm 
name could be greatly improved by re- 
designing, as it will not harmonize 
with any good design—modern or tra- 
ditional. Selection of ribbon could 
also be improved. Foil gives good 
protection. 


Tin Assortment 
2 ibs.—$1.00 
Selected for Recognition 


CODE 5837—Description: Round 
white lithographed tin with floral dec- 
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SELECTED AS OUTSTANDING 


Three outstanding boxes of chocolates featured by Robert A. Johnston Co., Milwaukee, Wis. 
The Zodiac package, at the top, retailing at $1.50, accomplishes remarkable effect with but 
one color printing, black on gold metallic foil with embossed design. @ The R.S.V.P. box. 
retailing at $1.25, is lithographed in red, gold and black, featuring a smart design in 
modern treatment. @ The Plaid box in green, blue, red and yellow is an outstanding $1.00 
package with the top tracy in yellow to match the yellow bottom extension. This box has 
one of the most individualistic appearing packs among all boxes examined in the Clinic. 


oration on lid. Neat and fresh in 
Springtime motif. 

Design: Pictoriai design is done in 
pleasing manner. Tulips are especial- 
ly attractive, color tones high class. 
The white box, however, is severely 
plain and the whole effect could be en- 
riched if the white were changed to a 
soft shade which would harmonize 
with the floral decoration, There is 
no white in the pictorial design. 

Typography: The lettering around 
sides of the tin could be a little more 
refined in character, flowing more 
smoothly, which would be in keeping 
with the home made style. Above the 
average in this class, nonetheless. 

Class of Trade: Well gotten up pack- 
age for semi-home-made type. 

Appearance of Pack: Very appetiz- 
ing assortment of cholocates, bon bons, 
and home made pieces. Packed in 
white cups. Some pieces wrapped in 
cellophane. 

Appropriateness: 
season. 


Good for Spring 


THE 


Sales Appeal: Good. 

Display Value: Good. 

Remarks: Good quality candies, well 
worth the money. Individual carton, 
with cut-out window, offers good pro- 
tection for shipping each tin. 


Box Chocolates 
1 lb.—$1.00 
Selected for Recognition 
CODE 5937—Description: Full tele- 


scope box, extension edges. Covered 
with white paper embossed in pin- 
point pattern. Printed in blue, silver, 
and red. Lower extension printed in 
blue. Assortment printed on bottom 
of box. Wrapped in cellophane. 
Design: A pleasing design, using col- 
ors that harmonize. General effect con- 
sidered good from design standpoint. 
Typography: The lettering in the 
blue panel could be reduced somewhat, 
as it seems a trifle too oversized. 
Appearance on Opening: Chocolates 
of good color, with first-class dipping. 
Pieces are the right size. All milk as- 
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- Announcing 


A NEW FANCY BOX COVERING 


RIEGEL’S 








Stardust 


Crystallon 


Riegel’s Crystallon Papers have met 
with wide acceptance in the greeting 
card and packaging fields§ We now 
add still another distinctive pattern — 
Stardust. Although new in design, it 
is easily printable, odorless, lighter in 
weight and very attractively priced. 
Stardust is now available through 
your usual higee of supply. Ask to 


see it, or write us for liberal samples. 





RIEGEL PAPER CORP. 


342 MADISON AVENUE -:- NEW YORK 








sortment, 56 pieces. The two solid 
pieces in red foil add color but seem 
a bit too large for such brilliant foil. 
They attract considerable attention, in 
some respects subordinating the choco- 
lates. Placement of the foil pieces 
could be improved. Neatly packed. 

Box Findings: The embossed Cello- 
phane liner is very pleasing. Other 
findings such as embossed padding, sil- 
ver edged dividers and brown cups 
good. 

Sales Appeal: Good. 

Originality: Box design original and 
good. 

Remarks: A nice clean looking pack- 
age. A little more elaborateness in the 
pack would be appropriate for a dollar 
package. Embossing on lid would also 
help. 


Box Chocolates 
1 Ib.—$1.50 

Contents Outstanding 

CODE 51037—Description: Tele- 
scope set-up box, extension edges cov- 
ered with enamel paper lithographed 
in two tones of purple and gold, white 
ornamentation embossed in center. Let- 
tering also embossed. The embossing 
and good materials and workmanship 
in the box reflect quality. Assortment 
printed on bottom. Wrapped in Cello- 
phane. 

Design: Its simplicity reflects good 
taste but design is rather ordinary. 
Does not measure up to quality of the 
contents. The Board could see no con- 
nection between the name of the box 
and the decoration. Also, by refining 
the lettering we believe the character 
of the package could be improved. 

Colors: Attractive. 

Typography: Simplicity and _ visibil- 
ity are good features. Above sugges- 
tions would be an improvement, how- 
ever. 

Box Findings: Padding with firm 
name embossed. Candies packed in 
three removable brown covered trays, 
each two layers deep. Center tray, 
which is largest, has narrow tray in 
middle, serving as dividers. These 
make nice appearance, framed by the 
gold edges of the box. The character 
and tone of this box could be enhanced 
by adding gold lace edging and em- 
bossed Cellophane or embossed glas- 
sine liner. 

Appearance of Pack: Contents are 
very alluring and the package is well 
thought out. Combination of light and 
dark coatings; 80 pieces to pound. Two 
metal cups, 2 spotted foil pieces, 2 
purple foil pieces, 2 gold foiled pieces 
with bands bearing firm name, 4 
dragee tops, 4 green Jordan almonds 
give nice touch of color. Purple print- 
ing on one band was weak. 

Sales Appeal: Well worth $1.50. 

Display value: Good. 

Remarks: Rich in appearance and 
looks like a $1.50 package. This is 
one of the few boxes with name on 
sides—a good display feature. 
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Caramel Roll Cartons 

120 and 24 Count—lIc and 5c 

CODE 51137—Description: Well 
known chewy caramel roll. Penny 
size white wax wrapped, printed in 
brown outline lettering with brown 
and gold paper band. Packed in brown, 
yellow, and white carton which is 
rather ordinary but contains one small 
24 count carton of lc rolls for counter 
display, and this is very good. The 5c 
rolls are wrapped in embossed foil, 
with the well-known brown and gold 
paper band; packed 12 to new attrac- 
tive open display container. 

Designs: Wrappers and bands are 
well done. “Good Housekeeping’s seal 
of approval” is prominently displayed. 
This is the first time we have seen 
that seal used in an overall pattern 
alternating with the firm name, as done 
on the 5c foil wrap. Some may con- 
sider this overdone, but it may have 
appeal. Its appearance twice on the 
band, as well as twice on the carton, 
should be sufficient. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Shipping carton for the 5c 
boxes makes good use of space to ad- 
dress message to retailer. 


Box Chocolates 

1 lb.—60c 

Contents Outstanding 

CODE 51237—Description: Tele- 
scope two-layer box, covered with 
good quality white litho paper; printed 
and embossed in three colors—blue, 
red, gold. Contents printed on bottom 
Wrapped in Cellophane, gold em- 
bossed seals at ends. 

Design: Has an atmosphere of fine 
quality, enhanced by the attractive em- 
blem embossed in blue, gold, and red, 
also by the gold trim around lid. De- 
sign, however, could be improved. 
Resembles stationery box. Too many 
different styles of lettering. Firm name 
is in two different styles; Clinic Board 
suggests style used in the emblem. 

Colors: Well executed. 

Appearance on Opening: Makes very 
fine appearance. Coating has good 
color tone and fine gloss. For this 
price the pieces are good. The candy 
is uniform and equal to the $1.00 pack- 
age. 

Sales Appeal: Box has splendid ap- 
peal when open, but the majority of 
the Board felt the appeal is not as 
great when box is closed. 

Remarks: A neat package, outstand- 
ing in the 60c class. For the amount 
spent on the package, more personality 
could be obtained. For example the 
colored emblem could be used to dom- 
inate the lid, 


Box Chocolates 

1 lb.—50c 

CODE 51337—Description: 
scope two-layer box, white litho paper, 
embossed in black and gold. Contents 
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printed on bottom of box. Wrapped in 
Cellophane fastened with embossed 
gold seals. 

Design: This package belongs to the 
mine run of candy package designs, 
with a logotype that is outworn in 
character and style, compared with 
present design standards. 

Appearance of Pack: Embossed 
wafile design padding. Very appetizing 
appearance on opening. Chocolates of 
fine color and splendid gloss. Only 
criticism is that they may be some- 
what too large. 

Sales Appeal: Assortment is appeal- 
ing for this price. 

Remarks: Looks like a good 50c 
value. Box could stand a liner. It is 
obvious that most of the cost has gone 
into the quality of the goods. Closed 
box does not invite interest but when 
open it is alluring. 


Box Chocolates 

1 lb.—$2.00 

CODE 51437—Description: Red- 
wood box with fitted lid. Embossed 
metal plate in center. Tied with tan 
satin ribbon with rosette. Wrapped 
with Cellophane, fastened with em- 
bossed seals. 

Design: Box entirely plain. Design 
concentrated in conventional bronze 
name plate, which is richly done. 

Class of Trade: Distinctly a gift 
package for the connoisseur of fine 
chocolates. 

Box Findings: Die-cut lace edging 
and embossed glassine liner in moire 
pattern. Embossed paper doily and 
embossed pad. 

Appearance of Pack: 75 to 80 pieces 
to the pound: uniform and attractive. 
Vanilla coating, and dipped. Five 
square pieces in center row wrapped in 
lavender foil, two others in green foil. 
Three-layer box, with middle layer of 
solid chocolate in three-leaf design. 
Two silver foil pieces in bottom assort- 
ment. Many of the centers have for- 
eign type of flavors and are outstand- 
ing. 

Sales Appeal: Good. 

Remarks: Box has re-use value as 
humidor for other purposes. Package 
will appeal to those who know Euro- 
pean candies and with whom price is 
not a factor. 


Box Chocolates 

1 Ib.—$1.00 

CODE 51537—Description: Wood 
grain paper box with fitted lid; printed 
gold trim around edge. Tied with gold 
figured cord with embossed seal at- 
tached. Wrapped in Cellophane fas- 
tened with embossed seals. Contents 
printed on bottom. 

Design: Confined to die-cut metallic 
panel in center of lid, embossed in 
gold, red, black. Figured design is or- 
nate but conventional and could be 
improved. The imitation wood pattern 
and design of label suggest a cigar box 
rather than candy. Lacks appetite 
appeal. 
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Box Findings: Embossed padding, 
embossed glassine in lattice design, 
brown glassine cups, brown dividers 
with gold edging. 

Appearance of Pack: Rather plain, 
despite-two foil wrapped pieces. Minia- 
ture chocolates. Bottom layer could 
have more substantial dividers. Candy 
in bottom layer could also be im- 
proved in bottom, as it is not up to 
standard of top layer. 

Sales Appeal: Fair. 

Remarks: There seems to be more 
value in this box than the $2.00 box, 
in proportion to the prices. Both boxes 
could be improved with trays. 


Box Chocolates 

1 lb.—$1.00 

CODE 51637—Description: Set-up 
box, two layer, extension edges, one- 
third telescope lid, padded top. Entire 
box covered with gold foil. Lid em- 
bossed and printed in pink. Wrapped 
in Cellophane, fastened with embossed 
seals at ends. Contents printed on bot- 
tom. 

Design: Well made box, neat and 
generally attractive. Looks somewhat 
like a staple design furnished by box 
maker. For a dollar a box, this design 
could stand more refinement in treat- 
ment. 

Box Findings: Padding embossed 
with firm name. Lace edging embossed 
with firm name and coat of arms. 
Brown glassine with spider web em- 
bossing over lower tray. Findings all 
good. 

Appearance of Pack: Pieces are ap- 
pealing and package is inviting. The 
milk cholocate and dipping is of inter- 
est; strings are excellent. Two laven- 
der foil wrapped pieces in top layer. 

Sales Appeal: Good. 

Display Value: Good. 

Remarks: Clinic’s unanimous opin- 
ion is that this is a pretty good pack- 
age for $1.00. 


Box Chocolates 

1 Ib.—60c 

CODE 51737—Description: 
scope 2 layer box. Lid covered with 
foil, printed in white with silver show- 
ing through in the design and lettering. 
Printed and embossed in blue and 
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black. Neat appearance. Wrapped in 
Cellophane, with seals. 

Design: Materials used are excellent, 
and the lettering is rather nicely placed 
and well executed. But the general 
design tends to be heavy and overbear- 
ing. The black and blue being of such 
similar tone value tend to give the box 
a two-color appearance and a sombre 
effect—especially with the black back- 
ground for the silhouette. 

Colors: The box might be greatly 
improved if a brighter color were used 
instead of the blue; such as orange. 

Typography: Good. 

Box Findings: Spider web em- 
bossed brown glassine sheet. Brown 
glassine cups. 
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Appearance of Pack: Half milk and 
half vanilla coatings. Hand dipped 
pieces. Centers fair, some orange rind. 
Flavorings quite good for this price. 

Sales Appeal: Good for 60c. 

Display Value: Good. 

Remarks: This box seems to give 
more value for 60c than the $1.00 box, 
although coatings are different. 


Box Chocolates 

1 Ib.—$1.00 

CODE 51837—Description: Set-up 
box, two layer, extension edges, one- 
third telescope lid, padded top. Lid 
covered with gold foil, embossed and 
printed in buff. Contents printed in 
blue on white label attached to bottom. 
Base coated with buff paper printed in 
gold stripes. Wrapped in Cellophane. 

Design: Horizontal embossed foil 
panels alternate with buff panels adja- 
cent to circular embossed design con- 
taining lettering. Looks like staple de- 
sign furnished by box maker. Better 
quality effect would be obtained by 
more refined design. Well made box. 
Has no originality but is generally 
attractive. 

Box Findings: Embossed padding, 
embossed Cellophane liner. Brown 
glassine cups, oblong dividers gold 
edged. 

Appearance of Pack: All milk choc- 
olate assortment. Appearance good. 
Dipping while satisfactory is not all 
fancy. 3 gold foil pieces, 2 yellow Jor- 
dan almonds. Pink ribbon around foil 
wrapped tablets could be improved; 
bow too large and color does not har- 
monize. Bottom layer loosely filled. 

Sales Appeal: Good. 

Display Value: Attractive. 

Remarks: Box could be improved 
with tray for top layer. Contents seem 
to indicate that while there is real in- 
trinsic value at this price something is 
sacrificed in order to absorb cost of the 
box. 


Box Chocolates 

1 Ib.—$1.00 

CODE 51937—Description: Set-up 
box; two layer, extension edges, one- 
third telescope lid, padded top. Lid 
covered with silver foil, embossed and 
printed in red and black. Base coated 
with red paper printed in silver stripes. 
Contents printed in green on white 
label pasted on bottom. Wrapped in 
Cellophane. Well made box. 

Design: Has a flash but could be 
improved if there were better unifica- 
tion of elements. By treating a design 
in plain geometric fashion as in this 
case, every fault of the design shows 
itself readily. The colors red, black, 
and silver are always good but the use 
of lines seems overdone and the design 
appears spotty. 

Appearance of Pack: Attractive. 
Light and dark coating; amount and 
quality used are good. Pieces are 
larger than average in dollar choco- 
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lates today. About 32 pieces to pound. 

Sales Appeal: Attractive. 

Remarks: Could be improved with 
tray for top layer. Bottom layer needs 
more substantial dividers. Colors have 
eye appeal, but the firm name sells this 
box. 


Box Home Mades 

242 lbs.—$1.00 

CODE 52037—Description: Tele- 
scope set-up box, covered with em- 
bossed hammered silver style paper, 
printed in black; extension edge base. 
Box tied with green striped cellophane 
ribbon. 

Design: Printed in black, Colonial 
style, nicely executed. Could be im- 
proved by simplifying the lettering and 
using fewer styles. For each phrase a 
different style of lettering has been 
used, which tends to destroy the har- 
mony of the design element of the box. 
The decorative features in the name 
appear overdone and could be effec- 
tively simplified. 

Appearance of Pack: Home mad: 
assortment, including hand rolled choc- 
olates, crystallized bon bons, ete. 
Cream centers good, very dark choco- 
late coating. Brown glassine cups, lace 
box edging. 

Sales appeal: Fair. 

Remarks: Appearance of the pack- 
age could be enhanced by reducing size 
of the pieces and lining up the choco- 
lates. 


Foil Box Chocolates 

1 Ib.—$1.00 

CODE 52137—Description: Three 
souvenir boxes submitted with similar 
packs but differently designed lids. 
One layer, extension edge bottom, 
tapered telescope lid, wrapped with 
Cellophane. 

Design: Each box has a pictorial il- 
lustration of souvenir interest. Inside 
the covers are geographic and statis- 
tical information, together with de- 
scription of the subjects depicted on 
covers. Printed and embossed in two 
colors with foil showing through. Ex- 
cellent illustrative effects obtained with 
embossing. 

Appearance of Pack: Light and dark 
assortment, with two pieces wrapped 
in foil to match predominating color of 
the lid and placed in silver foil cups. 
Assortments are colorful, but not in 
the usual $1 class. Cream centers light 
and fluffy. Pieces are large. Some 
cherry cordials were broken. 

Sales Appeal: [Exteriors appealing 
for this type but considerable has been 
sacrificed in the assortment for the 
cost of the box. 

Colors: Striking three-color effects 
obtained with 2 printed colors and foil. 
All combinations good—silver, red, 
black; silver, dark and light blue; gold 
foil, dark and light green. 

Remarks: The simplicity of the de- 
signs are in their favor, but the boxes 
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Something new ...the shipping box you've been 


waiting for, by HINDE & DAUCH, with an all- 
over pattern of a general design, your trade-mark 
or slogan as an integral part of the background 
of the box. It identifies your product. It adver- 
tises your brand. It protects your reputation. It 
increases good will. Investigate its possibilities 


without fail. 





HINDE & DAUCH Corrugated Shipping Boxes 


THE HINDE & DAUCH PAPER COMPANY 


123 DECATUR STREET SANDUSKY, OHIO 
Hep) /4.2.4 G44 Jaietil Send me your FREE book, “Modern Shipping Boxes” 









CANDY 


MERCHANDISING 


A Service Department to Aid in 
Improving Retailing at a Profit 


Summer Features 
SUMMERTIME is Refresh- 


ment time—sell em cool, refreshing 
candies. 


Summertime is Vacation time— 
feature Vacation Package assort- 
ments and specials. 


Summertime is Traveling time— 
tell “em to take their hostess a nice 
box of candy. Feature bon voyage 
packages. 

Summertime is Party time—fea- 
ture bridge assortments, colorful 
mint assortments, summer novelties, 
etc. 


Summertime is Children’s play 
time—sell ’em frozen’ bars, penny 
specialties and other candies for 
their mid-day lunch. 


Summertime is Recreation time— 
tell "em candy supplies quick energy 
for summer sports. 

Summertime is Lazy time—tell 
‘em to Put Pep in their Step and 
Eat Candy! 


Tie in with Fountain 


DON’T let the Fountain over- 
shadow the Candy Department! 
During the summer, with the great 
increase in Soda Fountain and Ice 
Cream trade, take advantage of the 
opportunity to sell more candy. Tie 
in with the Fountain! 


More attention should be given to 
candy merchandising ideas at this 
time. Display appetizing summer 
candies on the Fountain counter and 
back-bar. Place attractive signs 
there, calling attention to your big 
assortment of delicious summer con- 
fections. Announce the arrival of 
new items. Invite Fountain cus- 
tomers to enjoy a frozen candy bar. 
Use signs featuring a message 
something like this: 

“NOW for ANOTHER 
—A DELICIOUS FR 
CANDY BAR!’ 


Make customers in the store 
CANDY CONSCIOUS by other 
snappy signs attracting attention to 
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the Candy Cases. Feature generous 
displays of candy, attractively price 
marked. Present an appearance ot 
a full fresh stock. Nobody wants 
tag-ends. Change the arrangement 
of goods, and even the position of 
the cases every now and then. 
Make your Candy Department 
inviting—and people will buy! 


The Summer Window 


FEATURE candies suited to the 
season—and to the temperature and 
humidity as they vary during the 
week. Show cool, refreshing can- 
dies on hot days. On rainy, sultry 
days be sure your goods are not 
affected by that kind of weather. 

The window should attract atten- 
tion, create a desire and bring peo- 
ple into the store. It is your best 
advertising opportunity. Make it 
attractive by using the best items 
in your stock, by pleasing arrange- 
ment, and by appealing with cool, 
summer colors and other effects. 





are very gaudy. The designer has suc- 
ceeded in getting colorful boxes for 
the souvenir class of trade. The gar- 
ish package is excusable in souvenir 
merchandise. 


Box Chocolates 


1 lb.—$1.00 

Code 52237—Description: Telescope 
set-up box, two layer, extension edges. 
Silver pyroxlyn coated papered cover- 
ing lid, which is embossed and printed 
in full colors with highly decorative 
design. Base has enamel coated stock 
with extension printed in blue; con- 
tents printed on bottom. Wrapped in 
Cellophane. 

Design: The silver embossed fruits 
and nuts and the colored baskets of 
fruits are the most appealing elements, 
and are nicely done. The effect on the 
lid, however, is unnecessarily compli- 
cated with a design at each end which 
has no meaning and detracts from the 
appetizing appeal created by the fruit 
and nut designs. The sides of the box 
are more colorful than the top—a mis- 
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take. The repetition of the basket de- 
sign is overdone and tends to give a 
cheapening effect. 

Box Findings: Embossed padding 
with firm name in center. Suggest a 
liner, and dividers in the top layer 

Appearance of pack: Three pieces in 
red foil, 3 in spotted silver foil, 4 Jor- 
dan almonds of assorted colors, 2 pine- 
apple wedges. Bottom layer has 4 sil- 
ver foiled pieces, 9 pocket dividers, 
white layer board. Appearance could 
be improved with fewer foil pieces, and 
rearrangement of top layer. 

Sales Appeal: General effect suggets 
quality. 

Remarks: Good materials are used 
and box is worth $1, but it could show 
up to better advantage. The bottom 
layer is not up to standard for this type 
of package. 


Lithographed Box Wraps 
Biscuit Assortments 
CODE 111536—Description: Set-up 
boxes with lithographed wrappers on 
white lotho paper. Varnished with 
beautiful lustre over the printing. 
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Design: Photographic illustrations 
of the contents predominate in the de- 
signs of these packages. The trade 
mark, which is widely advertised, ap- 
pears on all packages for identification, 
and it is properly subdued. 


Colors: Excellent selection of colors. 

Typography. The lettering is made 
secondary to the very appetizing illus- 
trations. While the lettering is legible 
and some of it is well done, there is 
an opportunity for improvement here. 
Some packages have an_ excessive 
variety of type styles and their arrange- 
ment in spaces could be improved. 


Sales Appeal: Remarkable eye ap- 
peal. These are leaders. 

Display Value: 

Remarks: There was some opinion 
that the ray effects used in some of the 
designs distracted more than they 
helped in drawing attention to the mer- 
chandise. It was suggested that a plain 
background would be more effective, as 
issued on some of the other items. On 
the whole these are extceptional pack- 
ages, well printed and executed in every 
mechanical detail. 


Outstanding. 
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SCOTCH CELLULOSE TAPE 


SEALS WITH SLIGHT PRESSURE—NO WATER REQUIRED 


ull, y transparent / 





Makes possible more attractive packages 


at a saving in labor and material costs! 


Scotch Cellulose Tape is the positive “pressure-seal” for candy boxes and wrappers. 
Back view of the above package . 
ae Se — Scotch Cellulose Tape Will not dry out or loosen. 
pect Me 2 a Makes possible a variety of attractive packages that remain sealed and retain their 


and at the same time makes sure that factory appearance until opened by the consumer. 
material will not slip or loosen. 


Fast, economical. Available in transparent and in twelve attractive colors. Send 
coupon below for introductory order. 


SCOTCH CELLULOSE TAPE MADE AND PATENTED IN U.S. A. BY 


MINNESOTA MINING & MFG. COMPANY, SAINT PAUL, MINN. 


Under one or more of the following U.S. Patents: No. 1357020, No. 1779588, No. 1814132, No. 1856986, No. 1895978, 
No. 1954805, No. 1959413, Re. No. 18742, Re. No. 19128. 


ORDER BLANK 
Please ship the following order: 
2 Rolls 4%” x 2592” Scotch Cellulose - eae es 30 





—_— Oty a SAR___ 
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The Candy Mat Supreme! 


We maintain a complete 
department for cutting, 
dieing out and emboss- 
ing our products to suit 
your specific require- 
ments. 


Samples on Request 





WHY BLAME THE BUYER? 
(Continued from page 45) 


they cannot make quicker headway should realize and 
appreciate the very finest point that a buyer can have; 
namely, loyality to the firm whose merchandise, after 
due consideration, has been accepted. There are many 
firms who use extreme care before taking on a candy 
item, and for that very reason once that decision is 
made these salesmen should have their reward in know- 
ing that their efforts will bear fruit. 

It surely gives a salesman a finer outlook and hope 
when he is reeeived with a courtesy as is the custom 
with most large buyers. 

Let the salesman consider that the buyer must make 
a great many decisions in a short time; hence, be brief ! 
While there are many men who think that hand-shaking 
and slapping on the back is part of the salesmen’s 
rite, | wonder whether they realize that there is actually 
an anti-hand-shaking society to which many of these 
buyers belong. One large Eastern buyer in New York 
had a sign in his office “please do not shake hands.” 

If the salesman has an appointment, above all else— 
be on time! But don’t bother the buyer shortly before 
noon, late in the afternoon, just before it is time to go 
home, or before a holiday. He won't thank you for it. 

If you are so fortunate as to get an order, for 
heaven’s sake, get out as quick as possible; many a 
buyer may change his mind. We all know that there 
are salesmen who over-sell the job. Many salesmen 
after they once have an opportunity for a display of 
their wares think they must bring in to the buyer every- 
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PADSIT—Our New Low-Priced Candy Padding Is READY! 


GEORGE H. SWEETNAM, Ine. Cansrwee “mass: 


OS AA STEINER NRE ON 


Swaxrore PAPER PRODUCTS will save 
money for you because of the superier qual- 
ity and workmanship put into them here in 
our great converting plant. Our products 
are made on high-speed machines to sell at 
the lowest possible prices based on the above 
facts. 


DIPPING PAPERS CHOCOLATE 
SHREDDED PAPERS DIVIDERS 
GLOBULAR BOATS and TRAYS 

PARCHMENT (Plain and Printed) 

GLASSINES CANDY MATS 

WAX PAPERS (Plain and Embossed) 
EMBOSSED PAPERS DIE-CUT LINERS 
PROTECTION PAPERS PARTITIONS 


LET US QUOTE ON 
YOUR REQUIREMENTS 





thing the firm makes, including the “kitchen stove.” 
This the man who carefully constructs a selling plan 
will not do. For he realizes that he will only be “scat- 
tering his fire’ and confuse the buyer. 

There is one large manufacturer who has made an 
outstanding success with the following procedure: At 
first he carefully analyzes the prospective buyers’ mer- 
chandising outlets; carefully considers the competitive 
candy items, and also gives due thought to the geo- 
graphical location of the stores, the prevailing climate, 
seasonal advantages or disadvantages, etc. After this 
is done I have known this man to take one item which 
according to his understanding has been perfected to 
meet competition as to quality and price, and make a 
special trip traveling, if necessary, a thousand miles to 
see the buyer. This man makes no contacts with anyone 
else until he has transacted his business with the man 
that he came to see. In other words, there are no out- 
side thoughts and there is no interference that can 
creep into his endeavors. This man has been phe- 
nomenally successful and has not only established a 
marvelous business but also has the respect of some of 
these large buyers who actually seek him out. 

The salesmen must consider that if they bother the 
buyer with a lot of items which obviously are imita- 
tions and copies of other well-known items on the mar- 
ket they are not helping their own cause for doing 
business at all. There is too much of this in the candy 
business, everyone will admit. What is more, although 
the buyer won’t say so, he automatically loses respect 
for both the firm and the salesman. 

Let the salesman use his golden opportunity really 
to create some new candy items—and he doesn’t have 
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to be a candy maker to do this. But he must have 
ideas. I believe that there is an infinite supply of ideas, 
and that we are just really starting out in the candy 
business. There are as many good candy items still un- 
made as have ever been created. This applies to the 
flavoring and other materials, as well as the packaging, 
selling campaign, advertising, etc. 


Tip to the Manufacturer 


There are still many firms that like to check up on 
the harassed salesman to see how many calls he can 
make in a day. Sometimes such firms have so much 
red tape and report blanks to fill out that they seem to 
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forget that it is more important for the salesman to 
sell merchandise than to make out reports. Salesmen 
used to smile when they considered that the now de- 
funct NRA seemed to protect everyone from overwork 
except the poor salesman. Therefore, let us remember 
that it isn’t a question of how many calls a salesman 
makes but how potent they are. 

I wonder if the salesmen do not sometimes overlook 
the meta-physical background of their product. For 
aren't they selling something more than just a combina- 
tion of sugar, corn syrup, nuts, chocolate, egg products, 
flavoring, etc.? Aren’t the qualities or properties they 
are selling really made up of eye appeal, workmanship, 
and above all satisfaction? 


G-F Opens Syracuse Office 


CHANGE of General Foods Sales Company’s dis- 
trict office from Buffalo to Syracuse became effective 
January 4, with E. M. King, former sales manager of 
the Philadelphia district office, in charge. 

Filling the executive vacancy left by Mr. King’s ap- 
pointment to the Syracuse office is J. W. Schmalz, new 
Philadelphia district sales manager. Schmalz has been 
with General Foods since 1927, more recently working 
in the New York City district office. 


Gair Adds Corrugated Box Plants 


IT is reported that the Robert Gair Company, Inc., 
New York City, has acquired the business, equipment, 
and inventory of the Pa Pro Company, of Utica, New 
York, and the Holyoke Fibre Box Company, Inc., of 
Holyoke, Massachusetts. The two corrugated shipping 
container units will be operated as the Pa Pro Contain- 
ers Division and the Holyoke Fibre Box Division of 
Robert Gair Company, Inc. 


Albert Leo, of Nat'l Pectin Co., Dies 

ALBERT LEO, of Ontario, Cal., president of the Na- 
tional Pectin Co., with offices and manufacturing plant in 
Chicago, died suddenly early in May while in Chicago on 
business. 
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METAL-WRAPPED CANDY BARS 
AND CANDY BOXES FEATURED 


Public Response to Such Packages Results 
in Increased Use by Alert 
Manufacturers 


Everyone who nowadays looks at a candy counter is 
certain to notice how many more bar and box lines are 
using Metal Foil Wrappers. Candy counters seem alive 
with flashing silver, gold, red, blue, and green foils—a 
colorful array that invites you to buy. 

It is evident that a‘ert merchandising men in the candy 
field are recognizing the fact that most candy bar sales 
(and many box sales too) are “impulse” sales—and that 
a gleaming, bright-as-a-silver-dollar package is a pow- 
erful eye-catcher. You see it. It looks c’ean and fresh. 
So you buy it. 

And speaking of freshness, the Metal Wrap, according 
to many old-timers in the industry, keeps candy in better 
condition because it keeps out light which is so harmful 
to coatings and flavors. 

The Metal Wrap, too, is moisture- and air-resistant 
Peanut brittle has been kept crisp for months in a paper 
carton sealed in a Metal Wrapper. Mints in a Metal 
bag kept their flavor and freshness over a long period. 

When they can see the bars themselves, many buyers 

reject those which have broken coatings and surface 
imperfections even though the candy is fresh and whole- 
some. Metal Wraps prevent unwarranted returns of 
this kind. 
An interesting display of new Metal Foil packages is 
being shown by the Reynolds Metals Company. Further 
information in regard to packaging can be obtained by 
addressing their offices at 19 Rector Street, New York 
City, or in Chicago or San Francisco. 
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Write for Our New 
Catalog of Chromium 
Ware Specialties. 


(ROME 


ENOURINGLY BEAUTIFUL 


OFFERS 
One Hundred New 
and Unique 


Chromium and 
Chromium 
and Glass 

Combinations 


FOR 


SPECIALTY 
PACKAGING 


SEE OUR DISPLAY AT THE 
NATIONAL CONFECTIONERS’ SHOW 


PALMER HOUSE, CHICAGO, ILLINOIS 
MAY 24-28 BOOTH No. 18 


Special Packages for Christmas and Valentine Day 


KROMEX CORPORATION 


118 Saint Clair Ave., N. E. Cleveland, Ohio 














WRAPPING 
MACHINES 





DEA 





FAsT-EFFICIENT-RELIABLE 





ANDY manufac- 

turers both large 
and small prefer 
IDEAL WRAPPING 
MACHINES because 
they provide the 
economies of fast 
handling along with 
dependable, uninter- 
rupted operation. In 
use the world over, IDEAL 
Machines are building a 
service record that stands 
unmatched and _  unchal- 
lenged! Our unqualified 
guarantee is your protec- 
tion. Two models available: 
SENIOR MODEL wraps 160 
pieces per minute; SPE- 
CIAL MODBL wraps 325 
to 350 pieces per minute. 
Investigation will prove 
these machines are adapted 
to your most exacting re- 
quirements. 


WRITE FOR CONPLETE SPECIFICATIONS” 
AND PRICES 


IDEAL WRAPPING MACHINE CO. 
MIDDLETOWN, N. Y. - - - U.S. A. 
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Schutters Feature Marionette Premiums 

SCHUTTER CANDY CGQ., Chicago, has originated a sales 
stimulator contest using Marionettes. Wrapped in each Old 
Nick candy bar is a booklet with description and illustration 
of the four Marionette characters offered, with instructions 
as to how to obtain them. The Marionettes are sent out in 
kit form giving each child an opportunity to assemble, dress 
and paint their own Marionette. Any one of these may be 
secured by sending in two bar wrappers plus the cost of 
mailing. Instructions for obtaining a stage are also included 
in this booklet. 

Packed in every Marionette kit is a coupon and three 
coupons entitle the purchaser to submit a name for a candy 
bar, thereby becoming eligible for the bicycle contest which 
is also being run. Fifty bicycles will be given free to the con- 
testants sending the fifty names selected. A fleet of sound 
trucks with recorded programs are being operated over the 
various territories to call the consumer’s attention to this 
unusual contest. Miniature stages with electrically operated 
marionette characters are being placed in prominent stores. 


o NE Your Change 
Maceo Candis 
Ness Dea 


Necco wins cash register display space with basket, and Tootsie 
Filled Pops app in basket attractively colored. 





Tootsie Rolls Theater Tie-ups 

AN unusual exploitation and sampling campaign is being 
conducted cooperatively between Tootsie Rolls and Grand 
National Pictures, producers of “Girl Loves Boy,” a movie 
just released featuring Buster Phelps and Patsy O’Connor, 
juvenile favorites. 

The theater exhibitor features a 4-color Tootsie Roll slide 
on the scfeen and also has a lobby display. Samples of 
Tootsie Rolls are given, during the life of the picture, to all 
people who come to see the movie. 

The 1937 advertising campaign for Tootsie Rolls will in- 
clude car cards in 35 markets, color comic strips and 50 
magazines. 








Boost Your Sales 


1000-Hole—Form 4160 
Takes in $10.00 
Pays out 160 Candy Bars 





Plus 10% Federal Tax 


Holiday Boards, Holiday 
Cards and Holiday 
Headings. 


Write for our Catalog of 
Money-Making Boards, 
Cards and Die-Cut Sheets 


CHAS. A. BREWER & SONS 
Largest Board and Card House in the World 
6320-32 HARVARD AVENUE CHICAGO, U. S. A. 
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Robert A. Johnston Company 
Celebrates 90th Birthday 


THE Robert Johnston Company, Milwaukee, Wis., is 
celebrating its 90th birthday. The Company was founded in 
1847 by Alexander H. Johnston, a Scotsman, and was the 
first steam bakery in Wisconsin. It was known as A. H. 
Johnston Confectionery & Cracker Co. 

After a few years the firm name was changed to A. H. 
Johnston & Sons. About 1870 the business was transferred 
to 226 E. Water St., and nine years later, under the name of 
Johnston Brothers, took still larger quarters at 270 Broadway. 
In 1890 Johnston Brothers Co. joined the American Biscuit & 
Manufacturing Co., a corporation formed to protect western 
manufacturers from the encroachments of eastern firms. A 
new factory was built a year later and in 1894 the National 
Biscuit Company was established, including the American Bis- 
cuit & Manufacturing Co. 

Mr. Robert A. Johnston built a factory of his own on Clin- 
ton and Florida Streets, withdrawing entirely from the Na- 
tional Biscuit Company. Today, Robert’s sons, Harry and 
Walter, are president and vice president. Their sons are also 
associated with the concern founded by their great-grand- 
father. 


H. C. Godfrey Retired by Bunte Brothers: 
Chicago Sales Under A. J. Hoyt 

H. C. GODFREY, for 30 years connected with the Sales 
Department of Bunte Brothers, Chicago, was recently re- 
tired by the company on a life-time pension. At the time 
of his retirement he was sales manager of the City Sales 
Department. Previously he had been for several years sales 
manager of the Country Department, during which time 
he became one of the outstanding sales managers of the 
industry. Mr. Godfrey was one of the industry’s most 
enthusiastic advocates of quality candy, and was noted for 
his ability to answer all sales problems with a solution on 
the quality basis. 

Upon Mr. Godfrey's transfer from the Country Depart- 
ment about 4 years ago, he was succeeded by W. E. Cline. 

A. J. Hoyt has been appointed Mr. Godfrey's successor 
in charge of sales for the Chicago District, according to 
F. A. Bunte, vice president. Mr. Hoyt has been connected 
with the candy industry in one capacity or another for the 
past 15 years. He has been promoted from the sales ranks 
to his present position. 


Corn Products Pushes Cerelose 

THE health value of dextrose in candy is being stren- 
uously promoted through the efforts of Corn Products Sales 
Company. The possibilities of increasing sales with Cerelose, 
containing pure dextrose, are being outlined in the company’s 
monthly bulletin, “The Candy Kettle,” and by the service 
staff of the Corn Products Refining Co. 


The following came from the late King George’s Code and 
seems to me to be an excellent goal to strive for: 

“Teach me to be obedient to the rules of the game. 

“Teach me to neither proffer nor to receive cheap praise. 

“If I am called upon to suffer, let me be a well bred beast 
that goes away and suffers in silence. 


“Teach me to win, if I may; 


if I may not, teach me to be a 
good loser.” 


These sentiments are well worthy of emulation. 





il 


SEALTIGHT 


The Original 


BAG SEALING 
MACHINES 


Furnished to Close and Securely Seal any Bag 
or Envelope made Flat, Square, Large or Small. 
All Materials — Moisture-proof Cellulose, 
Glassine, etc. 


BAG MAKING 
MACHINES 


(Low Cost) 


Make air-tight, moisture-proof transparent bags 
at speed of 1000 per hour. Save 25% to 40%. Use 
roll cellulose, printed or unprinted. Any size or 
shape bag. 
widths. 


HEAT SEAL-IT CO. 


3836 W. GIRARD AVENUE PHILADELPHIA, PA. 











Adjustable to various lengths and 

















A Lambooy label or seal on your package is a mark of dis- 
tinction. It will boost your sales. We'll help you with 
any label problem. Fill in the coupon 
receive our samples and prices. 

Name __ 

Address 
LAMBOOY LABEL AND WRAPPER CO. 

2135 PORTAGE ST. KALAMAZOO, MICHIGAN 














TRADE 


CRYSTAL-PAK -- 


RIGID TRANSPARENT CONTAINERS 


@ The candy- buying public “took” to candy packaged in transparent 


bags 


. and new sales success is certain with candy temptingly visible 
in CRYSTAL- PAK containers . 
cylinders. 


. the new rigid transparent boxes and 


. unbreakable .. . lighter than glass... offering a different kind 


of crystal clear transparent package appeal! 


Here’s one idea— use transparent pails or boxes for display of bars, etc. 
Investigate this fresh packaging trend! Our designers will gladly create 
a CRYSTAL-PAK container for your use. Write us today. No obligation. 


TRANSPARENT SPECIALTIES MFG. CO. 


6302 EUCLID AVENUE 





CLEVELAND, OHIO 
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Are You Looking Over 


Someone’s Shoulder? 


T/ 


A \NUFACTURING 
C ONFECTIONER 


eee 





Is One Copy Enough? 


@ One copy of the industry’s only special- 
ized, technical magazine on information 
and news of interest to the manufacturer 
is enough for one person, yes . . . but 
not for the major executives of the plant. 
Presidents, buyers, sales managers, su- 
perintendents and their assistants should 
all have personal copies of their own. 
When somebody wishes to borrow your 
copy—don’t take a chance on not having 
it returned. Instead refer him to the 
subscription department of The MANnu- 
UFACTURING CONFECTIONER. You'll be 
doing him a favor! 


Has Your Subscription Expired? 


@ If it has, you’d better renew it now, so 
you will be sure to get the MANT/FACTUR- 
ING CONFECTIONER every month. Other- 
wise you might miss some information 
of particular value to you. Just send in 
the coupon below, today! 


Are You K eeping Up on 
Industry Developments? 


@ Production methods, materials, equip- 
ment, plant operations, packaging, distri- 
bution, sales, merchandising, industry 
news and developments in each special- 
ized phase of interest to manufacturers 
—these and other subjects of importance 
enable you to keep up on industry devel- 
opments thru the monthly issues of The 
MANUFACTURING CONFECTIONER. 





Enter your subscription now! 
The Manuracrurinc Conrectioner Pus. Co. 
400 W. Madison St., Chicago, Ill. 


Please enter my subscription as indicated— 
1 year, $3.00 2 2 years, $5.00 ( Canadian, $3.00 FJ 








FS REMOVED 


SALESMEN’S SLANTS 


C. RAY FRANELIN, Speaking from Kansas City 





UST finished a trip through Western Kansas, and the 

wheat looks fine. From all I can learn, with occa- 
sional rains there will be a good crop this year, which will 
be welcome news to the jobbers and manufacturers in the 
Middle West. After all, the 
main source of revenue in 
the Middle West comes 
from the soil, and when 
they get good crops they 
spend their money, which 
means greater sales of 
candy along with other 
commodities. 

* * * 

Mrs. A. C. Dreibus, wife 
of A. C. Dreibus, Presi- 
dent of the firm bearing 
his name in Omaha, . Ne- 
braska, one of the oldest 
candy manufacturing con- 
cerns in the Middle West, 
passed away a few days 
ago after an illness of 
many months. 

* * * 

In Holdredge, Nebraska, 
the Coca Cola Bottling Co. 
has disposed of its Candy Department and will devote all 
its attention to the sale of beverages. This firm was for- 
merly a good user of candy and its decision will be felt 
keenly by the salesmen making their city. 

* * * 


John Murphey, who represents the Fairplay Caramel Co. 
in the Middle West, and is one of the best known candy 
salesmen in the Country, has been ill in Chicago for several 
weeks with an infected foot. I just learned that he is com- 
ing along fine and will be on the job in a few days. Glad 
you are up and at ’em, John! 

* * * 


Bill Milligan, manager of the General Candy Co., St. 
Louis, Mo., gave your humble servant the following a few 
days ago in St. Louis: Judge: “What are you here for this 
time?” Mose: “Well, ah got a good reason. What would 
you do, Judge, if someone stole yo’ gal?” Judge: “I'd just 
cut her company, that’s all.” Mose: “Dat’s jes what ah 
done—an’ cut him deep!” 

* *k * 


Sam Schreiber, of the firm bearing his name in Kansas 
City, Kans., stopped long enough the other day to shoot 
the following to me. Secretary: “A letter from your wife, 
saying you are the father of a ten-pound boy.” Boss: 
“Does she say anything else?” Secretary: “That's all, ex- 
cept at the end of the letter she says, ‘truly yours’!” 
* * * 


Ned Nixon, of Borden’s in Chicago, knows fast cars, at 
least he thinks he does. The following may be proof to 
some folks, but to me it’s just hooey: Maxine; “Bill has 
the fastest car going.” Babe: “Yes, and the slowest com- 
ing back.” 

*k * x 

The St. Louis Brokers’ Ass’n is busy getting things lined 
up for the entertainment of the W.C.S.A. meeting which is 
to be held in that City this year. Arthur Griffiths, President 
of the W.C.S.A., is lining up a lot of entertainment that 
will be different for the boys this year, I am told. Leave 
it to St. Louis and the progressive bunch of candy men 
there to put over anything they attempt, and this year I 
am sure will be no exception. 


L. N. Rehling, who until recently represented Paul F. 
Beich Co. on the Kansas City territory, passed away at the 
General Hospital in Kansas City on March 15. Larry was 
not ill long and the exact cause of his death I have been 
unable to ascertain. Larry lived in Kansas City for several 
years and leaves a host of friends. He will be missed very 
much, not only by the boys on the road but by the jobbers 
also. He was buried in Covington, his old home. 
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